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COAL AGE 


IS THE FIRST CHOICE OF ADVERTISERS 
SELLING THE COAL MINING INDUSTRY 


Here's the record for 1949 
* 61% more pages of display advertising — 685 pages — than its 
necrest competitor 
* 70% more advertisers 
* 152 manvfacturers used COAL AGE and did not use the nearest 


competitor 


oal mine equipment and supplies have confidence in Coat Ace. They know 
(14.030 ABC June 30, 1949) goes to the properties and the people who buy. 
o that 88°. of Coat Ace individual subscriptions are delivered at home 


where the men have time to read it leisurely and absorb its contents. 


AMcGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK 18,N.Y 


* Ass sted Business Publications 





AGAIN 19,000 
EXCLUSIVE TESTIMONIALS 


Every paid subscription for Thomas 


Register ts an Exclusive Testimonial 


not enjoyed by any other Guide! 


Those who pay the substantial price for T. R. do 
not use the free distribution guides. It is therefore 
obvious that you can not effectively reach the T.R. 
Clientele thru any other Guide .... And the 
T. R. Clientele reaches over 60% of the Total 


Industrial Purchasing Power of the United States. 


E500 TF Sdvertisest 
Cant Ge Wrong” 


HABITUALLY CONSULTED BY ALL DEPARTMENT HEADS, REPRESENTING 
60% OF THE TOTAL INDUSTRIAL PURCHASING POWER OF THE U. 5S. 
WHO ARE CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 


96% ABC Paid Circulation 


- THOMAS REGISTER 


461 EIGHTH AVENUE «© NEW YORK 1, WN. Y. 
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“WARM AIR” PICTURE in 1949 compared to 1947 


AMERICAN ARTISAN conducts « con- TOTAL NUMBER OF KEY DEALERS IN 1947 


tinuing program of market research —————+ 22% DROPPED FROM 
This research takes the form of Een KEY VOLUME RANKS 





personal interviews with warm air- 





sheet metal dealers located in typical 


market areas throughout the country THESE DEALERS CAME UP” ] 


‘1949 INTO KEY VOLUME RANKS ~~ 
Last year we went back to the same KEY DEALERS OF ‘47 WHO STAYED [NEW KEY 


cities we surveyed in 1947. The 1949 


survey discloses important facts on ° e ° 
dealer mortality and - + maa line shifts 23% Mortality in 2- Year Period 


taking place in « two-year period 
When we went back in 1949 — two years later — to the 


Note first, as indicated at left, that same cities surveyed in 1947 we found 22% of the KEY 


relativel small percentage of all 
Ricliaen pers asec t= a bulk of dealers either out of business or their volume of sales 


all avaiicbte week. These ase the ERY reduced so greatly they were no longer in the KEY 


dealers YOU MUST SELL to get large volume group. Thus, in two years, one out of every five 
volume business from our field KEY dealers is no longer im the volume producing class. 
From here on the fects presented in However, the birth rate of KEY dealers holds up well. 
chic advertisoment ceacern ealy the Note from chart above that slightly more KEY dealers 
25% group of KEY volume dealers came into the picture in the two-year period than dropped 


out. Actually the total number of KEY dealers in 1949 








WS 6s Pt owe « 


«—— TOTAL LUNES SOLD BY 1947 KEY DEALERS ——— 


19% OROPPED: KEY DEALERS NO LONGER IN 


exceeded the total number in 1947 by approximately 4% 


NUMBER OF PER CENT OF KEY DEALERS 
UNES SOLD g 10 20 30 





FURNACE 





— VOLUME RANKS OR OUT OF BUSINESS OnE 1949) 
73% Sell 


l 1947 5 
f <7 38% VOLUNTARILY cael 
‘DROPPED BY KEY 2 UNES 947 


DEALERS CC —————— More Than 


43% SOU BY SAME KEY DEALERS 3 UNES ou 
Oe ee a es 


57% Change in Lines Handled .... w2c2 One Line 


OR MORE 1047 een 








KEY dealers change so do the furnace lines KEY dealers 
handle! Note from chart above that only 45% of the fur 
mace limes bandled by KEY dealers in 1947 are still being 7% of the KEY dealers in 1949 sold more than one furnace 
handled by the same KEY dealers in 1949 lime as compared with 67% in 1947. As the chart above 

le i9 worth noting too, that 58 sf the lines handled in shows, in 1949 fewer dealers (27%) were selling only one 
1947 have been dropped voluntarily, and only 19 of line; also fewer (14°: ) were selling four or more lines. But 
the shifts came as « result of KEY dealers going out of more KEY volume dealers were selling two (59%) and three 


business or no longer remaining in KEY dealer class (20 ) lines. 


* a ~ * * 


With its 100 paid circulation among KEY warm air- 
sheet metal people your first and primary sales promotion 


job is dominant consistent advertising in the ARTISAN 


The ARTISAN is both ABC and ABP long recognized 
by subscribers and advertisers alike as the NUMBER 
ONE BOOK in the warm air-sheet metal market 


KEENEY PUBLISHING COMPANY 


6 N. MICHIGAN, CHICAGO 


Air Conditioning Headquarters 
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Herbert Hoover 


| am a devoted reader of Newsweek . 


Newsweek 


First with Men Who Need to Know 





A K Re n 
~ t ; > 
t rf wil the ~ 
8 
th ial f 
h k } 
e . 
First to Forecast Coming News 
ssing games were alwa fun. | t k 
Y making oO regular editor ful n 
W WEEK's now f« er ope t uy w 
eaular teoture in any maa k | w 
re Fe nd coll the turn of tomorrow s event ww 
f The Periscope st stands unique witt ts 
y in calling the turn ¢? “ w 
WEEK earn its title: Ame ; 








e 
letes | for Low-Cost Selling to High-Income Families 


} a f 
Advertising in NEWSWEEK reaches more high-income far ' 
per dollar than in any other ilele lerdal Thot's why Television 
Monufacturers, for example, used more space in NI 
last yeor than in Life. Look, Time. C er's ond othe 
magazines. Thats why NEWSWEEF powert f 


selling most things thot t money t 





SOME QUESTIONS SALES 
QUOTA BOOK ANSWERS: 


1. What are the sales potentials for your product 


im 19507 
». What should your sales quotas be for each state’ 


What pertion of this market is in new construc 


tion, remodeling and replacement’ 


What geographical factor influence thre ale of 


your product? 
» What are the major outlets for your product? 


» How ha your market changed in the past 


ou reach this market moet « 








Bones alli. 


DOMESTI 
ENGINEERING 


Here’s How to 


For Years DOMESTIC ENGINEERING has 
offered a basic formula to manufacturers of heat- 
ing, plumbing. air conditioning and related 
products and appliances for determining their 
sales quotas. These indices have been tested 
against actual sales figures of manufacturers, the 
sale quotas of other industries and statistics from 
the Department of Commerce. Their reliability 
as a guide for manufacturers desiring to reach 
the vast Domestic Engineering Market has been 


proven again and again. 


Together DOMESTIC ENGINEER 
ING and DOMESTIC ENGINEER- 
ING CATALOG DIRECTORY con- 
stitute the backbone of every well- 
conceived promotional program 
They offer vou the most practical, 
most economical and most effective 
approach to the tremendous Do- 


mestic Engineering Market 
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This booklet available 
to all manufacturers 
in this industry and 
their advertising 
agencies. For all 
others, price is $2.50. 





DETERMINE YOUR SALES QUOTAS! 


New Facts, New Figures, New Charts. This 
completely new edition of “DOMESTIC ENGI- 
NEERING Market Possibilities by States” con- 
tains more than three times as much information 
to assist you in your marketing analyses than any 
previous edition. It offers usable statistical data 
never before available in one place. This sales 
tool is indispensable for manufacturers of 
products for this industry. It is now available 
to these manufacturers and to their advertising 


agencies. 


Sales Assistance for You. How effective the 
use of this sales quota booklet may be to you is 
largely dependent upon the media and methods 
you use to promote your product in connection 
with your overall sales planning. In this diree- 
tion the numerous services of the DOMESTIC 
ENGINEERING organization are designed to 
assist you in every possible way. If you are not 
familiar with these services and how you can 
use them to fullest advantage write direct or 


consult your advertising agency. 


g == == ee RETURN COUPON FOR YOUR COPY TODAYa= am: am 4 


COMPANY NAME 


Please scnd me INDIVIDUAL 
PRODUCT 
ADDRESS 


CITY 


my copy of your 
j Sales Quota Book 


ZONE STATE 


es se 





i801 PRAIRIE AVENUE, CHICAGO 16 
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Domestic Engineering * Domestic Engineering Catelog Directory 


Institutions Megarine Institutions Coteleg Directory 











Letters 


to the Editor 


To tell vour 
PTS 


sales story 


to the uvr? 
fo Tue Evorror: Your Copy Chasers 
— put a very clever hook in their recent ar- 
$12,500,000,000 ticle and I suppose my letter we one ot 
many, asking what is the “MVP” award. 
Alko a very sincere bow of apprecia 
on for the fine things they say about 
the B. F. Goodrich Industrial Products 


, e 
campaign.—Kenneta W. Akers, Gris 
| i | wold-Eshleman Co., Cleveland 


lo Tue Eprror: Can vou tell me what 


) ’ « meant by “MVP award?” (See end 
j f third paragraph, column one, page 
‘ ‘ >» vour January issue.) It couldn't 


mean “Most Valuable Player,” could 


IE 7 
1 am sure you will realize what a 
| | l) kick we got out of the article and why 
we would like to know what this means 


H. E. Van Perren, advertising man 

r. Industrial & General Products 

fh. F. Geedrich Co. Akron et al, plus promotion of the time system 

oo These pieces have been accepted well 
. @ Wr. Van Petten is right wip I : F 

man who makes buying deci om tania “ies Widnes tilde in the field. Your article reaffirms our 


remember almost every 
sions in the meat packing convictions that greater prestige for 
slants worth selling reads The . : those concerned and good will for us is 
, IM Article to Help Advertisers ttained through tl ~<a W 
National Provisioner the . of De . _— — - 
im Building Field LIAM F. ScHILLING, advertising depart 
ment, International Business Machines 


has be g rea 
ias been building reader in Se. Conin’s cetielin tn Ge Sameeee is Cory 


acceptance ever e of Inpustrian, Marxerinc, in which : 
; - . @W « have been advised by the manu 

Should Architects Get 
r who discussed this problem 


sine be iscussed 
I89l “tg “ pactare 
° redit in Manufacturers’ Ads 
us that, after thorough itmovestiga 


permission to re . . ” 
tion and consideration of all tactors in 


one industry publication that 
lo Tur Eprror: We read with interest 


New York 


terest and 


reduce . by offset, for dis as cam De a he is 
THE ssthetion to emr adverticonss? We heliow : a a oo ee 
thot ’ f r t hem 
A ‘ will be « service ® them m 
N TIONAL preparatiot | acivertisements to appear 
PROVISIONER n the building field. We'll handle all 
ond ANNUAL MEAT PACKERS GUIDE tuctint Artes A. Rayvuonn Jt 
rchitect R New York 
"Most Useful Book in Years’ 
Tue Eprror I would like 
pt of the 1950 edition 


Looks as if Architects , f The up-to 
lat sus ‘ ve made this the 


Will Get More Credit : , 
* seful d breve mn a good many 
. , aa - : Beaumont, Heller 
la F . ~_ periing mh Re ing Pa 


First in the Food Field 


Ingenuous—That’s Erroneous 


for Ingenious 


ils we re 

thers whe 

vi ir “Copy Chasing 

ad in the January IM. about 80 

read vour word ingenuous to be ingeni 
failed to see anything in 


407 S. DEARBORN ST., CHICAGO 5 SER + y+ 
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of America’s Industrial Buying 
Power is concentrated AAAKE 


OPEN THAT DOOR FOR YOUR SALESMAN y 


inside that door 331% of the industrial purchases in this 
nation are made. Tell your story DIRECT to the man 
who buys your product. There is no wasted circulation 
in The Midwest Purchasing Agent. Every reader is a 
buyer. Over 50% of the space is now used by national 
advertisers. 

The Midwest Purchasing Agent is published by and 
for the more than 3700 purchasing agents in this in- 
dustrial heart of America. Help your salesman get his 
shore in this vast market. 


DISTRICT OFFICES 
Chuage 14, lil George \ 


LAkeview 5-614 Pittsburgh 


rth Ave., EXpress 083¢ 


vx WALD W ES 2 


PUBCHASING 


AGENT 
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the area of cach state 
1s shown im exact 
ratie te the value of 
ts manufactured 


~ product 


Ms a 
iit . - 


Prurchasiny is / 
ian 


‘< 
for 


Home Office: 645 Penton Bidg., Cleveland 13, Ohio 





HOW IT “WORKS” 
in the Field of H. P.& A.C. 


CASE HISTORY 


— One of World’s Largest 
Pharmaceutical Plants 


This midwest plant employs 5,000 to 6,000 workers. 


HEATING: All manufacturing buildings, labora- 
tories and offices are steam heated. Power plant 
also provides steam for drying, evaporating and 


product processing 


PIPING: Aside from steam for heating and proc- 
essing, piping systems are used for conveying plain 
water, distilled water, compressed air, gases re- 


quired in manufacturing, and for waste disposal 


AIR CONDITIONING: Approximately 3,000 
tons of air conditioning are installed, used for 
comfort conditioning, in the laboratories, and in 
product processing. }00-ton centrifugal compressor 


recently placed in operation 


VICE-PRESIDENT IN CHARGE 
OF ENGINEERING 


This Company engineer a vice-pres- 
ident is in charge of all heating, 
piping and air conditioning. He heads an 
engineering department of 40 people. As 
indicated at right, all products, whether 
for maintenance, alterations or expan- 


sions, must have this man’s approval. 


He has been a paid subscriber to 
HP&AC for many years. He states that 
not only does he personally find HP&AC 
a continual source of information ap- 
plicable to his work, but that each month 
the publication circulates throughout 
his department and is closely read. 


(Name of both Company and engineer 


will be given upon request.) 


in Circulation. . in Editorial Service 


INDUSTRIAL MARKETING, March, 1950 





MAINTENANCE 


$250,000 ANNUALLY 


Under the direction of the Vice-President in Charge 
of Engineering, all heating, piping and air condition- 
ing maintenance is handled by the Superintendent of 
Maintenance who has a crew of 400 Company em- 
ployees (including 90 steam fitters). Necessary repair 
products and materials are purchased by the Company 
in accordance with the Maintenance Department’s 
needs. Maintenance totals some $250,000 annually. 


ALTERATIONS 


$500,000 ANNUALLY 


Changes and alterations to present heating, piping 
and air conditioning systems are handled in the same 
manner as maintenance. Required products are 
purchased by the Company (as approved by the 
Vice-President in Charge of Engineering), and 
installed by Company workmen. Changes and 
alterations run approximately $500,000 annually. 


EXPANSIONS 


SEVERAL MILLION 
IN NEXT TWO YEARS 


Expansions to heating, piping and air conditioning fa- 
cilities (new systems in new or existing buildings) are 
handled differently. Specifications are written by the Company's 
Engineering Department (with final okay coming from Vice- 
President in Charge of Engineering), and then jobs are let to 
contractors who purchase and install necessary equipment. Prod- 
ucts used must be as specified, or alternate products selected by 
contractors must meet Company Engineering Department's ap- 
proval. Several million dollars will be spent on expansion work 
during the next two years 


KEENEY PUBLISHING CO. 


6 North Michigan, Chicage 2 


AIR CONDITIONING 
HEADQUARTERS 


Also Publishers of 
AMERICAN ARTISAN 
for the Residential Field 


to Readers. . 
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How to Get 
Adequate Coverage 
“Across the Board” 


Almost invariably, wherever you find a man 
in charge of some phase of air conditioning, 
heating and/or piping, there you find a paid 
subscriber to HP&AC. 

HP&AC goes into practically every in- 
dustrial plant doing its own work — this 
Case History, an example. If the plant lets 
such work to contractors, you also reach the 
contractors with HP&AC... 

And on new construction, where consulting engi- 
neers specify the required heating, piping and air 
conditioning equipment, your advertising in HP&AC 
will reach them as well. 

Certainly, if you have any product to sell in this 
tremendously large and active market, the publication 
which gives you “across the board” coverage should 
be your Number One Book. That Number One Book 
is unmistakably HP&AC 
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NATIONAL VULCANIZED 


FIBRE COMPANY gets 


"more effective use” 


of its catalog 








The 16-page Phenolite catalog distributed 
to product designers by Sweet's 
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oe 
Ou: experience shows that we get more effec- 


tive use of our Phenolite catalog by having 
Sweet's distribute it than we would if we sent it 
out individually. 

“In most cases, our salesmen's contacts are 
with purchasing agents. Therefore it is important 
to have our catalog, showing the many applica- 
tions of our laminated plastics, in the hands of 
product design engineers. 

“The distribution list of Sweet's File for 
Product Designers shows that these men are well 
covered. Furthermore, by querying a represen- 
tative number of our best customers and pros- 
pects, we found that many designers had 
consulted Sweet's File for information on plastics. 

“We feel that's Sweet's Catalog Service is 
most helpful to the economical operation of the 


marketing end of our business.” 


J. O. Otis, Assistant Sales Manager 


National Vulcanized Fibre Company 


Here’s the way 
Sweet's Catalog Service 
works for you: 


CATALOG DESIGN 


Custom catalog design by Sweet's starts with 
consultation with you to determine whot 
information is needed to bring about the 
buying action you desire — specification, 
request for sales call, direct order. Then 
follows organization of the information in o 
basic pattern for making your catalog 

easy to use ond to understand. Next comes 
selection of the most effective form for the 
clearest statement of each fact— teat, table, 
diagrom, illustration. The result is a unit of 
buying information specially designed to 
bring you and your future customers together 
in the shortest time and with the least effort 


CATALOG PRODUCTION 


Becouse of the great number of manufacturers’ 
catalogs handled each year, printing by 
Sweet's offers you the economies of quantity 
production with no sacrifice of quolity. 

You may order your catologs in any desired 
quantity -- part to be distributed by Sweet's 
ond port, if you wish, to be delivered to you. 
If you prefer, you moy print your own 
catalogs and deliver them to Sweet's for 

filing and distribution, in which cose charges 
ore lower than those for the complete service. 


CATALOG DISTRIBUTION 


When your catalog is distributed by Sweet's, 
it is delivered to prospects of top rank 
buying power in the morkets of interest 

to you. Sweet's spends more than $150,000 
yearly to locote, qualify and select the firms 
ond individuals who represent the bulk of 
buying power in each market served 
Furthermore, your catalog remains in the 
office of each recipient, instantly accessible 
at oll times. This is occomplished by 
distributing it in a bound, indexed collection 
(file) of manufacturers’ cotclogs. According 
to thousonds of users of these files, this is the 
most effective method of getting catalogs 
used by prospective customers. 


MORE THAN 1100 MANUFACTURERS DISTRIBUTE THEIR CATALOGS THROUGH SWHET'S 


_ Qweets catalog service 


DIVISION OF F. W. DODGE CORPORATION «+ 119 WEST 40th STREET, NEW YORK 18, N. ¥. 


GETS THE RIGHT INFORMATION . TO THE RIGHT PEOPLE AT THE @#1GHT TIME 
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"PRODUCT DESIGN & DEVELOPMENT 


ad 
pec coer ae 


eos 09-0? 


30% gain 
February 1950 


over 
February 1949 











February 


The November issue of 
Product Design & Development 
carried more advertising than 


any previous issue... 


HERE IS THE RECORD, STARTING 
OUR FOURTH YEAR: 


Ist ISSUE NOV. '46—31 UNITS 


NOV. '47...85 UNITS 
NOV. ‘48. 


NOV. "49...... re .. 216 UNITS 





% 


So watch us go in 1950/ 


cE ) 
‘ 


PUBLISHED BY FRANKLIN H. JOHNSON, INC. 
38 E. 47th ? 


Telephones: Eld 


Product Design & Development pees 


Continued from Page o/} 


nus about the sub head. Just goes 
to show that anything more than a two 
syllable word will throw a large per- 
entiage o! readers 
The Copy Chasers criticisms were 
valid——more space would have helped. 
Copy was crowded, but, directed to a 
select and narrow field, we thought it 
would be read. It was. and ippears to 
ing results in this new field 
lation equipment 
Thanks again fer including us 
Copy Chasers. Good or bad, we like to 
know that somebody read the ad Wu 
Liam F. Happon, advertising manager, 
Denver Equipment Co. Denver, Colo. 


@ Although the layout didn't send the 
Copy Chasers, they liked the Denver 
tquipment Co. ad enough to give it an 
Ox As Inserten. CC also said that the 
subhead, “The Principles {pplica 
tions Results,” was supremely in 


genuous 


Bi-Yearly Index Starts in July 

To Tue Eprror: Do you have avail 
able a cross index by subject of the ar 
ticles appearing in your publication? 

We find your magazine to be a won 
derful reference source, and because of 
the nd iring interest of the articles, we 
maintain a permanent file of all issues 
in our library. An annual or quarterly 
index of the subject matter would be in 
valuable to us 

If a published index is not available, 
we'd be interested in having the benefit 

your comments as to the methods 

ed by other research departments in 
itilizing your magazine as a referenc 
source MARGUER Tr Lepoerur. Media 
& Research, J. B. Taylor, In Dallas 
Tex 
@/M's editor 
shetmmenal 

July 0) issue, and 

appearing every January and July 
thereatter 


Here’s a Man Who Can Take 
Criticism—and Subtly Give It 
To Tue Eprror: Your articles by the 
Copy Chasers regularly take my atten 
ot that I agree too thoroughly 
our com lusions Your 
re timulating and 
s to check what vou 
fundamental prin 
de our many 
ourse ire 


ob at hand 


’ I was p illed up 


idvertisement 


net have the 


l on Page 141 
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ty for SALES in May PIT and QUARRY 


Sales Story to this 


Geilton 


1950 Section will be more 
helpful—all comprehensive 


This is the BIG issue PIT AND QUARRY readers look forward to with keen 
interest, because it contains editorial and advertising information vital to 


their business welfare 


Pit and Quarry has long recognized the great importance of the Lime 
and Agricultural limestone Industries. And, the special section (printed on 
India stock) in the May issue, will be devoted to reports on the needs of 
different sections of the country—the problems and future opportunities 
of the Lime and Agricultural Limestone Industries. This issue is filed and 
referred to all year, thus giving your advertisement extra long sales-life 


Limestone Plants need your Equipment — RIGHT NOW 


The potential machinery and equipment market in this field is so large it 
defies even reasonable estimation. Hundreds of plants need your equipment 
for expansion and replacement. Here's a buying-market for crushers, 
screens, conveyors, kilns, hydrators, bag-packing machines, hammermills, 
limestone spreaders—just to mention a few. Your advertisement will be 
placed in the special section with the editorial content Thus, the reader 
is editorially conditioned to your sales story. It's an opportunity to SELL 
and serve. 


PIT and QUARRY @ii’' 


538 SOUTH CLARK ST. * CHICAGO 5, ILL. 





Six reasons why good advertising . 


PROSPECT IDENTIFICATION Before it can be selected, 
bought, and used, every product that’s sold for any kind 
of engineering construction work must meet the approval 
of several kinds of experts, some in the same organizations 
and some in different organizations located in different 
places. What does it cost you just to identify those whose 
approvals you need for every sale of your product? 





MOVEMENT The men you have to sell move frequently 
... from job to job, from place to place. Now it’s a dam in 
Oregon; next month maybe a building or highway in Illi- 
nois. Construction is mobile. Also, no two jobs are ever 
likely to bring the same groups of experts together. Always 
some important men are hard to find, and then to see . . . 
in time for the salesman to do a job. 





JOB VARIETY Construction consultants work on an 
average of 8.3 different kinds of engineering construction; 
federal engineers 7.6; state, county and district engineers 
6.9; municipal engineers 9.7; railroad construction engi- 
neers 8.5; industrial construction engineers 5.6; contractors 
6.6. You can’t identify your prospects’ future job interests 
by the kind of work they're doing today. 





TIME From planning to completion, construction takes 
many months, sometimes years. Many things can happen 
in such time-lapses to upset the sale of even an approved 
product ... of ever a specified product. That means your 
selling job isn’t done until your product's actually deliv- 
ered and used. 





DESIGN AND SPECIFICATION Design and specifica- 
tion designate what building materials, structural compo- 
nents, and installed equipment are to be used in any 
engineering construction project. That puts a premium on 
creating acceptance and getting approvals in time to have 
your products included in the “specs.” 





ENGINEERING NEWS-RECORD ENGINEERING NEWS- 
RECORD keeps the different kinds of responsible construc- 
tion experts posted on significant trends and developments 
in every phase of the economics, planning, design, con- 
struction, operation and upkeep of every type of engineer- 
ing construction everywhere in the werld. 
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_ cuts the cost of selling... 


»+-in the engineering construction market 


The first five reasons pictured here are blocks that stand in the way of 
selling any product in the engineering construction market. 





The cost of removing those blocks by sheer manpower alone is exorbitant. 
It means that your own or your distributors’ salesmen must identify, locate, 
and get to see many construction experts in many different places .. . soon 
enough and often enough to influence their specifying and buying decisions 
on construction equipment, installed equipment, materials, tools, and sup- 
plies. And it means keeping those men sold over long periods of time. 


The sixth reason, ENGINEERING News-Recorp, offers a means of simplifying 
that complicated, time-consuming sales job ... of reducing its cost. For 
advertising in Encingeerrinc News-Recorp reaches all the kinds of construc- 
tion experts whose approvals your product must have... and it reaches 
them all at once, week after week, month after month. 





Thus, advertising “mechanizes” several steps of the selling job those five 
sales blocks impose . . . basic steps that are most costly to do “by hand” 
alone. It makes contacts for the salesmen, often before the salesmen know 
whom to see; sometimes with important people the salesmen never see, It 
arouses interest in and creates preference for your product. It adds thrift 
to your selling in the engineering construction market ., . just as a power- 
shovel adds thrift to an earthmoving job. 








Give advertising in Encrveertnc News-Recorp a real part of your sales load 





to carry. 


ie ENGINEERING 
NEWS-RECORD 


FOR THE EXPERTS WHO PICK THE PRODUCTS FOR CONSTRUCTION PROJECTS 


aap 


McGRAW-HILL PUBLISHING CO., INC. 330 WEST 42ND ST., N. Y.18, N.Y. 
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ONES ROARS comm 
1950 


1&7 


CATALOG FILE 


Carried More Advertising 
than any Single issue of 
@ny farm equipment pub- 


lication in history! 


® Over 240 pages of ad- 


vertising in this issue. 


®@ Over 300 advertisers 


used this issue. 


x 
As usual... 
IMPLEMENT & TRACTOR 


led its field in total 


Advertising volume in 1949 


&TRACTOR 


KANSAS CITY 6; MISSOURI 


Trends 


A review, by business poper editors, of industry condi- 
tions that may influence industrial marketing procedure 


Tanners See Rise in Sales, 
Costs, Production in ‘50 


The U. S. leather industry feels that 
1950 holds a good promise for increased 
leather sales and slightly higher produc 


tion. In spite of more imports at lower 
nventory prices, the industry sees little 
chance of an appreciable drop in prices, 
lue to continume rise in costs 

Prices: only about one-fourth of tan 
ners expect leather prices to drop 
three-tourths expect prices to held firm 


of the sole 


or rise 8 However, 62 


leather gro 


up expects a price decline 
Supply: other leathers (excepting sole 
leather calf, kid sheep, side, et are 
limited 


ire not ¢ xpected to slit 


somewhat Demand continues 
high and prices 
The fore nme 


irrency devaluations may 
bring a greater flow of raw skins to U.S 
tanners, which might affect rawstock 
und prices this vear 

of tanners 
le only 16% ex 
g no particular 

distribution 
expect i to be 
ofits may drop 
ot the tanners 
ind selling 
to sharply ' 
only among tar 


wis as in 


Fast Changes Show Up 
in Food Processing Fiel 


ar 


In y 


be controlled by the antibiotic subtilin 
in the same manner that certain disease 
organisms are controlled by penicillin. 

4 significant trend in the food process- 
ing field is the increasing frequency 
with which ideas developed by one 
branch of the industry are picked up 
and used by the rest of the food proces 
sors. Thus, many developments in the 
dairy industry have been applied to 
processing of fruit juices, canning and 
other food industry operations 

In the last 10 years the Institute of 
Food Technologists 
ciety of food scientists, has grown to 


Schools 


1 professional so 


a membership of over 3,000 


and colleges now offer courses leading 


to degrees in food technology, a science 
almost unrecognized 15 years ago 


food 


As a result more and more 


scientists and engineers are applying to 


food processin prot le ms the sane basi 
approact 
suceessful in the chemical pro« 


serentifi which has been so 
essing 
fields. Significant advances can there 
ore be expected to r more rapidly 
n canning. baking. me cking, dairy, 
confectionery beverage 

ereal ind other food 


Howarnn P. Vi 
tor. Food Pr 


Architectural Design Points 


to More Openness, Warmth 
Tessio nm is look 


ir. Indications 


n will hold 


The architectural pr 


iways working today 
will not be translated 
s for some months, 
fact that most 

iround the 

nary and 

us well as the later 
built) bodes 


these longer 
ifting boards are 
Leske thes 


centers 


churches shopping 
ngs. ety 
federal 


partially subsidized—and the 


Continue Jon Page }47) 


lecal and 
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You'll get Results 


when you Advertise - 
in CERAMIC INDUSTRY © 


LO 
——————— 


LIBBEY-OWENS-FORD 
KOHLER of KOHLER 
e HOTPOINT 
e HOMER LAUGHLIN 
CORNING GLASS 
MOSAIC TILE 
and over 1,000 other 
American Industrial Giants 
depend on CERAMIC INDUSTRY 
for Manufacturing “know-how’”’ 


Yes, We Are Living in a Ceramic Worid 
8 booklet is y rs for the asking 


CERAMIC You can depend on 
INDUSTRY it for SALES! 


5 Sevth Wobesh Ave., Chicage 3, ili 
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admire todays newest machines... 











but look ahead 10 better ones Tomorrow. 


Look ahead to better machinery every year: industry's product- 
design engineers are busy right now on plans and specifications 
which will make today’s best machinery obsolete tomorrow. And 
just as your advertising last year built business for you this year.. 
advertise now to make sure your parts, materials, sub-assemblies 


or finishes will be components of tomorrow's new machinery. 


Advertise, particularly, in Propuct ENGINEERING... the magazine 
which reaches and inspires more product-design engineers than any 


other edited in their interests. 


Successful component manufacturers for many years have found 
consistent advertising in this magazine a sound investment in build- 
ing business among the OricinaL Equipment Market's basic 
buyers. Advertising agencies and their clients place more advertising 
for parts, materials, sub-assemblies, and finishes in Propuct 


ENGINEERING than they entrust to any other magazine in the world. 


\ basic sales force in the OnicinaL Eourpment Market, Propuct 
ENGINEERING has the power to build acceptance for your products 
as “must” components of industry's new machinery and equipment. 
Ask our representative in the nearest McGraw-Hill office for the 


rl yal NEERING 


A McGRAW-HILL PUBLICATION « McGRAW-HILL BUILDING, NEW YORK 18 


Member of the Audit Bureau of Circulations and the Associcted Business Publications 





Now signaling and 


~today an active and 


These installations pay off in improved safety, better train per 
formance and reduced operating costs. That's why the railway 
industry today is an active and growing market for a wide vari- 
ety of equipment and accessories used in signaling and commu- 
nications facilities, such as are listed at the left 

Manufacturers can look for a larger volume of signaling con- 
struction, not only for 1950 but for several years. To meet the 
requirements of the I.C.C. order of 1947, for instance, the rail- 
roads will install a “block system” on an estimated 17,473 miles 
of track, and train-stop, train control or cab signaling on 23,500 
miles of track estimated at cost of $157,800,000 

The outlook is favorable, too, for new communications equip 
ment. Train, wayside and yard installations are paying good re 
turns in speeding yard and main line operations. Printing tele- 
graph and long-distance telephone circuits are being increased 
to improve service for shippers and passengers. 


The men whom you must sell to reach this market are the top 
ranking railway executives who approve all major experditures, 
the operating officers who “run the railroads,” purchasing offi- 
cers who place the orders and the signaling and communication 
officers who determine the types of equipment to be used and 


are responsible for the performance of these installations. 


The place to tell your story is where these men get their sig- 
naling and communications information—in Railway Age and 
in Railway Signaling and Communications 


Use Railway Age — Final buying decisions are made on every 
major purchase for these and all other departments by top man- 
agement of railroading. Railway Age is read by over 90% of 
this management group which you must reach for favorable 
consideration and approval. Railway Age reaches the entire 
range of executives, department heads, operating and purchas- 
ing officers, including, of course, the officers most closely con- 


cerned with signaling and communications. 


headquarters for Railway Marketing Information 
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communications installations 
srowing Railway Market 


Railway Age gets top priority reading by this larger railway 
group and stands first in industry prestige and influence. It is 
the railway industry's authoritative weekly magazine, It is the 
only railway business publication that covers the whole field of 
mportant developments while the news is news. 

Railway Age, with its complete reporting on the business of 
railroading, provides breadth and depth of coverage unmatched 
in the industry. That's why it leads the field in advertising vol- 
ume and in number of advertisers. Again, in 1949, Railway Age 
carried more advertising pages than any other two railway busi- 
ness papers, combined. Use Railway Age to speed the accept- 
ance of your product by management, by presenting your prod- 


uct’s efficiencies and economies 


Use Railway Signaling and Communications — Here you 
reach directly the men responsible for the highly technical job 
of signaling and communications. Management relies upon 
their engineering experience and their practical, day-by-day 
operation of these services. They recommend and specify equip- 


ment for new and improved installations 


Railway Signaling and Communications is the only publi- 
cation specifically edited for these officersand their staffs. Edi- 
torially it features developments in new and improved signal- 
ing and communications systems and equipment. In no other 
publication is such comprehensive information available. Here 
is the place to tell your story to the men who work directly with 
your product 

Improvements in service to shippers and passengers are 
largely influenced by advances in signaling, including central- 
ized traffic control, and train, wayside and yard communica- 


tions 


There is no more active field in the railway industry, today 


and no other publication that reaches so closely the men re- 


sponsible for modern installations 


Gi, SIMMONS-BOARDMAN PUBLICATIONS 2222 sist 
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IN THE U.S. A—IT’S 
METAL PRODUCTS 


IN LATIN AMERICA 


TEXTILES 
DOMINATE 


the industrial scene 


, HERE IS THE 


-MARKET 
~ sittin 
ey 


ror EXTR 


TEXTULE MACHINERY 


Over $100,000,000.00 extra for U. S. teatile 
mac hinery manutacturers from export maor- 
bets in the first eight months last year One 
third of this ($33.797,000.00) was token by 


Latin-American mills 


Latin-American business is good business 
It does not depend on shot-inthearm 
financing, Marshall Plan or other grants 
in-aid It depends solely on the prefer 
ence for American equipment created by 
American manufacturers. The vast ma 
jority of textile equipment manufacturers 
mee TEXTILE PANAMERICANOS to 
treate and maintain preference for their 
equipment in Latin-American mills, It is 
the low-coet way to do the job effectively 


Because the United States buys millions 
of dollars in coffee, rice, oils, ores and 
other Latin-American 


countries, they have a continually-replen 


products from 


ished fand of dollars for the purchase 
of designated essentials. In these lists of 
essentials, textile machinery stands very 
high. It gets preference for available 
dollars in almost every country where 
dollars are controlled This results in 


EXTRA «ales for those whe go after them 


BES 


sells them because 
it “talks their lenguage.” 


570 Teh Ave... New York 18, N.Y 
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Problems 


By KEITH J. EVANS 
Keep Advertising Costs Down 
In spite of everything I can do, 
my budget for 1950 is higher than 
1949, although paper and other 
costs are down Too, we will prob- 
ably do less business in 1950. I am 
not satisfied, but I still feel rather 
heipless in my effort to change the 
trend 
What are other advertising man- 
igers reporting? What are others 
doing to economize ?—ADVERTISING 
MANAGER 
In advertising, as in the home and 
every other field, people are trying 
A little 


progress is made here and then lost 


to hold down rising costs. 


on some other item and so it goes. 

As you say, cost of paper is down. 
Advertising managers are finding that 
when securing competitive bids for 
printing they can do a little better, 
too. Some good economies are being 
developed by working closely with 
printers, using the right-sized forms 
for paper available, etc. Some indus 
trial advertisers are turning to a more 
technical-looking type of literature 
with less color and frills. Some be 
lieve that this is more effective as well 
as more ef onomical 

As has been mentioned many times 
before, many are working more ir 
tensively to develop good advertise 
ments and plan to repeat them more 
often 
continually worked on if we are to 


Costs like good copy must be 


expect improvement 


Editorial Content? 


I believe that I do a fairly good 
job in studying business magazines 
from a standpoint of comparative 
methods, etc but I 
judging 


circulation 
never feel very safe in 
editorial content. Each publisher's 
representative can give suc h a splen 
lid presentation on the editorial job 


being done that I am usually con- 


standards an ad 
ly well versed 


, - 


ADVERTIS- 
MANAGER 
Because vou cannot put editorial 
material n a scale and weigh it or 


et the Audit Bureau of Circulations 


to count it, you naturally have a more 
difficult time of evaluation. 

Several methods for getting com- 
parative ratings include: 

|. Subscription renewals, a very 
good guide. 

2. The helpful judgment of several 
men in your own organization who 
are interested in certain industries. 

3. Questionnaires turned in by 
your salesmen after interviewing typi- 
cal customers and prospective cus- 
tomers. It is more difficult to get an 
intimate idea of editorial apprecia- 
tion through mail questionnaires. 

4. Editorial contests give credit to 
those who win or receive honorable 
mention. 

Of course, an outside professional 
survey would probably get a more ac 
curate answer, but this way is not 
practical. If you use the guides men 
tioned along with other general infor 
mation, your judgment will be sound. 


What Can an Agency Do for Me? 


I would appreciate your advice 
regarding the advantages of adver 
tising agencies for manufacturers 
of metal working machinery such as 
ours. 

We are an old line company, near 
ly 100 years of age and perhaps a 
little old-fashioned. Our advertis- 
ing is chiefly through the metal 
working business papers, and is ob- 
viously somewhat technical. Back 
ground for my job here as advertis 
ing manager includes extensive ex 
perience as a draftsman and as a 
business paper editor. Therefore, I 
feel well qualified to write copy, 
make rough layouts, instruct the en 
graver, etc., in fact, handle all de 
tails. For many years I have done 
so with quite satisfactory results 

Within the past few years, there 
has been considerable pressure ap 
plied by agency representatives, but 
I have consistently (and perhaps 
stubbornly) refrained from naming 
anv agency to handle our advertis 
ing account. I feel that, in order to 
serve us to advantage, any agency 
would necessarily depend upon me 
for all technical and special infor 
mation, and that everything would 
have to clear through my office just 
is it always has. All space con- 


Continued on Page 124) 
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Y our product information is 
carefully read, and responded to, 
when it oppears in HEATING & 
PLUMBING EQUIPMENT NEWS 
—the only "new equipment" paper 
covering this field. 


) 
| 
| 
) 


The January issue reached 35,- 
000 contractors, dealers and whole- 
salers, and brought more than 8800 
inquiries from interested readers. 
Average number of inquiries per 
item was 128! 


Glance over the significant fig- 
ures at the right. Can you afford 
to pass up this receptive audience 

-the largest circulation in the com- 
bined heating and plumbing fields 

especially when it costs consider- 
ably less than '/, cent apiece to 
reach them? Write today for 
sample copy and details. 





Heating & Plumbing Equipment News 
148 LAFAYETTE STREET NEW YORK 13, N. Y. 
INDUSTRIAL MARKETING, March, 1950 25 





Meet the men you want your advertising to sell: 


“POWER is an essential 
source of...information 
on developments 

in the power field” 


MERLE NEWKIRK 
Manager Power Division 
Dow Chemical Company 
Midiand, Michigan 


“I have read POWER for many years. It is an 
essential source of accurate and up-to-date infor- 
mation on developments in the power field. In 
fact, [have my own bound-volume file of POWER 
for reference. This file dates back to about 1915. 

“The heads of the various divisions, and the 
men who are responsible for the power services 
in our plants also read POWER. There is no doubt 
that the service POWER renders has effectively 
helped in the efficient and economical developing 
and managing of power facilities at Dow Chemical 
Company,” says Mr. Merle Newkirk, Manager of 
the Power Division of one of the largest and most 
progressive chemical firms in the world. 

Mr. Newkirk, who is on the Operating Board of 
Dow Chemical Company, is consulted on all major 


problems pertaining to the power services. 


sales power in the power market 


SERVING 
THE LEADERS 
IN THE 
POWER FIELD 
SINCE 1882 


A McGRAW-HILL PUBLICATION 


26 


An outstanding engineer in this field, Mr. 
Newkirk has aided in the pioneering activities of 
Dow Chemical Company in the power field. A 
recent example of this is the first industrial in- 
stallation of the new cyclone-type furnace for gen- 
erating steam. 

At Midland alone, Dow Chemical has invested 
about $25,000,000 in power plant facilities, and 
is building a new plant with about $15,000,000 
in power equipment. 

Now making 2', million pounds of steam per 
hour, the new station will add 1 million pounds 
per hour. Most of this steam is used for chemi- 
cal processing. The new plant will also bring 
Dow’s Midland electrical generating capacity up 
to 140,000 kw. 

Dow has plants at Bay City, Marquette and Lud- 
ington, Michigan, Freeport and Valasco, Texas, 
Gardenia, Long Beach, San Francisco and Pitts- 
burg, California, and Wilmington, North Carolina. 
The power facilities in all of these branches are 
the responsibility of the Plant Superintendent in 
each plant, but Mr. Newkirk acts as consultant to 
all of them. 

Advertisers in POWER reach the leaders in 
the dynamic, constantly growing power field — the 
consultants, designers, builders and operators of 
power systems in every industry. 

POWER delivers the advertiser's story to the 


men who can deliver the orders. 


330 West 42nd Street, New York 18. N.Y 
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OF THESE PLANS 


FOR BEST SALES RESULTS 
IN THE 


CONSTRUCTION MARKET! 


Use ali 12 publications 

.. . get blanket coverage of the national market. 

Hire the A.C.P. sales force and you get over 62,000 
salesmen to carry your message directly to the men 
who make up the rich construction market. There's 
a minimum overlap no waste circulation in the 
full A.C.P. coverage 


Use one or more publications 

... get concentrated coverage of a regional market. 

Special sales problems can be easily solved by an 
A.C.P. publication’s concentrated coverage. You can 
concentrate on a geographic area of your choosing. 
Seasonal campaigns, special applications, distribu- 
tion and competitive problems can be individually 
met at less cost per reader 


Provide dealer ads 

. . . get pin-pointed “\ocal-level” coverage. 

Back up your message with ads by your Dealers! 
A.C.P. Regionals are the only publications your 
Dealers can effectively use to sell their identity and 
service on a local level. You can get your Dealers to 
advertise your products and their service as part 
of the Dealer’s own program 


A. €. P. REGIONAL PUBLICATIONS 


CONSTRUCTION BULLETIN 

Mianeeoolis, Minnesote 

a 
Indione 


CONSTRUCTIONEER 
Newark, New Jersey 
NEWS MONTHLY 
Little Rock, 
DRGE CONTRACTOR 
Georgia 
CONTRACTOR & BUILDER 
Michigen 


*G. L. ANDERSON, Sec'y, 1088 Lumber Exchange Bids., MINNEAPOLIS, MINN. 
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two ways 
to make 


a product... 
more 


$1.2 billion for new plant and equipment give 


When industry wants to manufacture a better product more efficiently, it can 
take brick, mortar, and steel and build a new plant. 


It can also invest in new production machinery, and perform miracles of 
increased efficiency in present plants. 


Metalworking has done a lot of both in recent years...put more money into 
new plants, and more money into new machinery for both old plants and 
new...than any other industry. 


And Metalworking will be out in front again this year...with a new emphasis 
on machinery purchases which should really stir your sales pulse. 


While industry overall will put only 65 per cent of its 1950 capital expenditures 
into new machinery and equipment, i cent of Metalworking’s planned 
expenditures of $1.2 billion are earmarked for machinery and equipment. 


There is good reason for doing so, too: in spite of huge postwar outlays for new 
machinery, the American Machinist Mid-Century Inventory of Metalworking 
Production Equipment shows that 42 per cent of a produc- 
tion equipment is now over 10 years of age... profitably due for replace- 
ment right now. 


THIS 168 A GOOD PLACE TO DO BUSINESS WITH 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 


MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 
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efficient! y 


your 1950 Metalworking market a solid base 


And what makes Metalworking a particularly exciting market for you is the 
presence of this vital sand fer machinery replacement... plus such an alert 
readiness to do something about it. (Automobile manufacturers, for exam- 
ple, with more overage production machinery than any other of Metalwork- 
ing’s 15 manufacturing divisions, will pour $375 million into new machinery 
this year.) 


1950 is a year in which you can really sell to America’s biggest industry. And 
you can sell best, at lowest cost, when you build acceptance and recognition 
for your products through concentrated advertising in American Machinist. 


Manufacturers of production machinery and equipment place more advertising 
in this magazine than in any other because it has more readers and more 
management readers than any other metalworking magazine...and the 
proved power to implement the sale of costly and important equipment. 


As a matter of fact, manufacturers of any product Metalworking buys find 
American Machinist advertising a highly profitable investment. The decisive 
management voices which say “yes” to machinery purchases can say an 
authoritative “yes” to everything which helps Metalworking to build better 
products at lower cost. 


Make sure American Machinisi tops your advertising lists this year. 





AMERICA’S BIGGEST INDUSTRY 


McGRAW-HILL BUILDING, NEW YORK 18 


AND THE ASSOCIATED BUSINESS PUBLICATIONS 
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TSN : 


» 


very helpful in 
planning purchases 


' 
» Bender’ Presioe™ 


Yor* 
ster Lines New 
Le 


100,000 


TRANSPORTATION 
MEN 


gee and act on TSN's exclusive comprehen 
Give editorial service. Men like Mr. Ben 
@erly, of the Lester Lines, who must have 
information about transportation products 
Gnd services brief, concise and casy to ac 
quire 

Because Mr. Benderly and other equip 
@ent buyers in the bus and street railway 
Gompanies, railroads, motor transport com 
panies, tax: cab and airline companies 
Meamship and barge lines and private fleet 
@w ners, react to TSN's casy-to-read-easy-to 
fply-to-format, TSN continues to grow 
Now in its fifth year, TSN’'s advertising 
Folume is more than 400°, above 1948 
This increased advertisers acceptance is the 
Girect result of sale producing imquiries 


TSN, the only tabloid transportation pub 
Beation, offers blanket coverage of the en 
tir: transportation industry ISN os alsc 
@e most effective way wo sell individual 
@ansportation industry segments, like the 
@ilroads, bus lines, etx 
time “feel out at mo extra cost, market 


and at the same 


ing opportunities m other segments that 
ma ave been verlooked in your 
planning y get tangible proof 
efiectiveness f your ad ertusing 

form f quali mqwries from men w 


the authority to buy and specify, and you 


get to the uying unfluences your salesmen 
cant reach, Write tor specitic data on how 
TSN can help u by helping your sales 
" 


force wi st sales producing in 


quires 


Transportation 
Supply News 


418 S. MARKET ST. CHICAGO 7, ILL 


2 East 4200 S 


March 15-17 
Stevens Hotel, Chicago 

Mar. 16-19. Electrical Maintenance 
Engineers Association 
tion Hall, Los Angeles 

Mar. 23-25. National Office Furniture 
Association, New York 

Mar. 28-31. National Plastics Exposi 
tion, Navy Pier, Chicago 

Mar. 28-51. National Premium Expo 
sition, Stevens Hotel, Chicago 

Apr. +6. American Public Power As 
sociation, Shoreham Hotel, Washington, 
D. ¢ 

April 4-7. National Association of 
Corrosion Engineers Conference and 
Exhibition, St. Louis, Mo 

April 5-7. Midwest Power Conference. 
Sherman Hotel, Chicago 

Apr. 10-12. American Society of Lu 
brication Engineers, Statler Hotel, De 
trot 

April 10-14. American Society of 
Tool Engineers, Industrial Exposition, 
Convention Hall and Commercial Mu- 
seum, Philadelphia 

Apr. 17-19. Society of Automotive Ex 
gineers, National Aeronautic Meeting, 
Hotel Statler, New York 

Apr. 17-22. National Oi] Heat Expo 
sition, Convention Hall, Philadelphia. 

Apr. 24-27 American Management 
Association National Packaging Exposi 
tion, Navy Pier, Chicago 

Apr. 24-28. Knitting & Allied Arts 
Exposition let Regiment Armory, New 
York 

Apr 26. Metal Powder Associa 

Rook Cadillac Hotel. Detroit 

Vi I 
\ erat Palmer House, Chicago 

May 8&1? Textile fa 
chinery Exhibition. and Associated In 
Atlantic City 

May 8-12. Convention and Exhibition 
of the American Foundrymen’s Society 
Public Auditorium. Cleweland 


Shrine Conven 


American 


luetries 


Week f Mav 22. National Marine Fx 
position. New York City 
May 29-Tune 9. Canadian Internation 
1 Trade Fair, National Exhibition Park 
ne (date not set). American Society 
Testing Materials, Atlantic City, NJ 
ne (date not set). American So 
of Industrial Appraisers, Dallas 


ynal Conventic 
National Associa 


Midwest Hotel Show, 


tion of Purchasing Agents, Cleveland, 
Ohio 

June 12-16. National Oil and Gas 
Power Division Conference and Exhibit, 
Lord Baltimore Hotel, Baltimore 

August (date not set). Western Pack- 
aging Exposition & Conference, Civic 
Auditorium, San Francisco 

Aug. 7-19. Ist | S 
Trade Fair, Navy Pier 
Amphitheatre, Co 


Inte rnational 
International 
liseum and (Arena, 
Chicago 

Aug. 14-18. National Power Show of 
National Association of Power Engi 
neers, St Louis, Mo. 

Aug. 28-31. Metal Mining Convention 
and Exposition, Fairgrounds, Salt Lake 
City, Utah 


Biological 


American 


Sept. (date not set). 
Photographic Association, 
Medical Museum, Chicago. 

Sept. 5-9. National Chemical Expo 
sition, Coliseum, Chicago. 

Sept. 11-23. National Graphic Arts 
Exposition, International Amphitheatre. 
Chicago. 

Sept. 18-20. Track Supply Associa 
tion, Coliseum, Chicago 

Sept. 18-21. National Builders Hard- 
ware Exposition, St. Louis, Mo. 

Sept. 18-22. Fifth National Instru 
ment Conference & Exhibit, Memorial 
Auditorium, Buffalo. 

Sept. 2427. Advertising Specialty 
Fair, Advertising Specialty National As 
sociation, Palmer House, Chicago 

Sept. 26-29. Industrial Packaging & 
Materials Handling Exposition, Phil 
adel phia 

Sept 29-Oct. 8. National Television & 
Electrical Living Show, Coliseum, Chi 
cago 

Sept 26-29. Iran & Stee) Exposition 

Cleveland 


Public Aud 

Oct. 2-6 persit 
& Equipment and Americar 
tion. Convention Hall. At 
Oct. 3 
Exposition, Conven 


National Brewing Industries 
t n Hall, Phila 
delphia 
Oct. 3-5. National Lubricating Grease 
Institute, 17th Annual Meeting, Roose 
velt Hotel, New Orleans, La 
Oct. 46. Direct Mail 
otel Rox 
mericar 
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N , i ne be 
Mk. | Wh Nil \. “complete data on the best 
way to reach the most men that influence 
buying in the metal market is in this 


_ 


NEW METAL PROGRESS DATA FILE’ 


ot yaust * 


metal progress - | 300 tedid Aveese (iecinad )} Ghie + Sled | 0208 


Here are the products covered by individual Data Sheets: Foundry Operations . Cleaning and Finishing 
. .. Heat Treating Equipment and Supplies .. . Abrasives . . . Oils and Compounds. . . Pneumatic, Electric and Twist 
Drills .. . Forging and Pressing Equipment... Saws... Cemented Carbide Tools .. . Welding Equipment... Alloy, 
Carbon, Stainless and Tool Steels . . . Nonferrous Metals .. . Fasteners .. . Forgings . . . Powder Metals . . . Springs 
,.. Stampings ... Tubing ... Weldments ... Wire .. . Castings .. . Inspection Equipment. 


Largest Engineering Circulation 


Any product, process or service used in the metal industry can 
in the Metal Industry 


be sold through consistent advertising in Metal Progress 
88% of the more than 21,000 Metal Engineers that regularly 


ify, recommend or purchase material, 


ead Metal Progress sper f 


equipment and supplies used by their companies 
The new data file for Metal Progress is complete If anything 
you want to sell is listed, you'll want the data sheet showing 


how and why Metal Progress sells the products advertised in it 
Basic in Metals Engineering 


WRITE TODAY FOR THOSE THAT COVER YOUR PRODUCTS ¢ 730] EUCLID AVENUE, CLEVELAND 3, OHIO 
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will help you get your share of the 


811.000.000.000 export market 


Successful selling overseas requires the right distribution for adver 
tising as well as for products. The publication that carries your 


selling messages must reach the people who represent your logical 





market and have declared their interest by paid subs ription, 


Facts found only in audited circulation reports give you the 
proven yardstick for evaluation, comparison, and selection of 
media. McGraw-Hill International business publications give you 
not only audited facts but also extra services to make your adver- 


tising work better 


Only with MeGraw-Hill do you get.. 


ABC Audited Circulation you know who is reading your sales 


message and where they are 





The Selling Climate You Want paid subscriptions and re 


newals are the best proof of interest of readers in advertising and 


reading matter 


hxtra Service (_ounsel research, translations, merchandis 


ng are available to all advertisers 


MecGraw-Hil pre t or write for ABC re 
ition on ibli lor Address McGraw-Hill 
0 West 12 ‘ ew York 18, N.Y 


—ahs 


NY 7 INTERNATIONAL CORP. 
\ Ie( y R A\W _ H I] P World-Wide Headquarters 


for Business Information 











“Me “nae wintt mprierstr*. tHe wemteay ,' rOonuMonminte (OVERSEAS FETT ENG «© OE Atrao™weavnte 
MPRTC ANNO Ff PMA AY INTERNATIONAL © BFE PARMACEE TIC * ENGENTE REA EINTRE RN ACTONATL 


INDUS TREA © ENGE NTE REA ENTE RN ACTONAL CONSTRUE COLTON © MeGRAW-HILEL AMERICAN LETTER 


INDUSTRIAL MARKETING, March, 1950 





INDUSTRIAL MARKETING 


MARCH, 1950 


Census Analysis Shows Shifting Markets 


In the eight years since the last Census of Manufactures, the tremendous war and 


postwar industrial expansion has caused marked changes in many major industrial 


markets. The 1947 Census provides a wealth of new market data that can be of 


great value to those responsible for industrial advertising and marketing. This 


article, the first of a series, analyzes the over-all picture. Succeeding articles will 


appraise the status of separate industries, beginning in April with the metal pro- 


ducing and metal working industry. 


thee BULGING production record 
rolled up by American industry 
during World War II and the post- 
war boom years is thrown into sharp 
relief by a special summary of the 
Census of Manufactures prepared by 
the Bureau of the Census for a Con- 
gressional committee. 

In 1939 only six industries were 
turning out products valued at $1 
billion or more annually: (1) automo- 
tive, (2) steel works and rolling mills, 
(3) wholesale packing, (4) 
petroleum refining, (5) baking and 


meat 


(6) cigarets. 

The 1947 story, however, is far dif- 
ferent with the list of billion dollar in- 
dustries zooming from six to 38. All 
six industries in the 1939 group re- 
main in the 1947 billion dollar group. 
Four hold spots among the top six 


(automotive, wholesale meat packing, 
steel works and rolling mills, petro 
leum refining). 

Two of the 32 industries that have 
reached the billion dollar status since 
1939 are among the top six for 1947- 
cotton broad woven fabrics, and paper 
and board products. 

The baking and cigaret industries, 
among the select six in 1939, were 
overtaken by these two new members 
of the top-six-club, and now hold 
down ninth and 36th places respective- 
ly—although their 1947 dollar vol 
umes exceeded those of 1939. 

Table 1 (page 34) lists the 38 in 
dustries in the 1947 billion dollar 
group. 

In the $500,000,000 to $1 billion 
bracket, 51 industries were operating 
in 1947, compared with 14 before the 








IN 1947, 11,919,705 production work- 

ers received $30 billion, compared with 

1929, when 8,369,705 workers received 
$11 billion 


war. Another 186 industries turned 
out products valued between $100,- 
000,000 and $500,000,000 in 1947 
compared to 110 in 1939. The total 
number of industries with dollar vol 
ume of less than $100,000,000 
dropped from 328 in 1939 to 177 in 
1947. 

This extraordinary expansion was 
widely diffused geographically. In 
1947, 127 counties had 20,000 or 


Number of Industries by Total Dollar Value of Products Manufactured 
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Table 1: Billion Dollar Industries, 1947 





n 


responding 


ore produ thon 


Industry 


Motor vehicles, parts 
Meat packing, wholesale 
Steel works, rolling mills 
Petroleum refining 
Cotton broad 
woven fabrics 
Paper and board mills 
Sawmills and 
planing mills 
Flour and meal mills 
Bread, other bakery 
products 
Prepared animal feeds 
Newspapers 
Footwear, except rubber 
Blast furnaces 


Canning and preserving, 


except fish 
Prepared meats 
Tires and inner tubes 
Radios and 

related products 
Commercial printing 
Paperboard boxes 
Organic chemicals, n. ¢. « 


workers 


1939 figure 


counties 


ost convince 


Howe ver 


$(000) 


6,623,708 


3,294,623 
2,812,048 


2,526,927 
2,511,543 


2,416,891 
2,130,263 
1,917,302 
1,716,980 
1,713,945 


640,754 
> 


547,040 


,521,655 
475,438 
445,210 


The cor 


was i4 


1939 is probably not the 


g vear tor comparative 








MANUFACTURERS 
873,000 for 
chinery in 
penditures of 


34 


1947, while 


same purpose 


spent $6,003 
renewal of plants and ma 
1939 
$1,338,000,000 


saw ex 
for the 


Industry $(000) 
21. Men's and boys’ 
suits, coats 
22. Refrigeration machinery 
Woolen and 
worsted fabrics 
Dresses, unit price 
Malt liquors 
Food preparations, n. c. ¢ 
Paints and varnishes 
. Gray-iron foundries 
Metal stampings 
Heating and cooking 
apparatus nm. ¢. ¢ 
Cigarets 
Soap and glycerin 
Periodicals 
Leather tanning 
and finishing 
Copper rolling 
and drawing 
Motors and generators 
Women's suits and coats 
Rayon and related broad 
woven fabrics 1,002,923 


—Bureau of the Census 


1,411,575 
. 


1,355,2 

1,353,068 
1,317,854 
1,312,466 
1,248,841 
1,172,671 
1,164,299 


1,134,085 
1,131 891 
1,085,789 
1,085,616 


1,070,085 
1,063,658 


1,007,186 
1,003,755 


available 


purposes, since many marketers look 


the boom-time year 
the 
golden era of industry. In that year. 


back ye arningly t 
of 1929, generally heralded as 
the country had 207,000 manufactur 
ing plants, which added $30.6 billion 
to the value 

In 1947, 
plants than in 
value added by manufacture 
than doubled to $74.6 billion. Number 
of production workers was 3,550,000 
thove the 1929 figure of 8.369.705. 
Workers received $30 billion for their 
194 


of materials. 
$4,000 
but the 


more 


were only 
1929 


there 


more 


toil i ompared with only $11 


» De 
Fable 2: 


billion in 1929. But value added by 
manufacture, less wages, was above 
$34 billion in 1947, while in 1929 it 
was below $20 billion. 

Many economists believe that the 
most significant index to national well- 
being is also the simplest—ratio of 
production workers in manufacturing 
plants to every thousand of popula- 
tion. Judged by this criterion, the de- 
cades 1920-40 simply did not enjoy 
enough factory production to create a 
solid foundation for prosperity. It 
now appears that nothing less than the 
nation’s fight for survival could throw 
industry's imagination, audacity and 
know-how into high gear and keep it 


there. 


Workers Increased 


The number of production workers 
in manufacturing reached 8,000,000 
only in the widely spaced census years 
of 1919, 1923, 1929 and 1937, though 
population was increasing steadily. 
During the war. it crashed through 
this artificial ceiling and soared well 
into eight digits. With the help of the 
feminine delegation, which sat in for 
its boy friends during their absence 
elsewhere on important business, the 
United States kept its factories hum 
ming with about 14,000,000 workers. 

While the number declined some 
what during the postwar adjustment 
period, it was close to 12,000,000 in 
1947 and has since risen. In Septem- 
ber, 1949, total number of employes 
in manufacturing 14.000,- 
000. It seems apparent that industry 


ex eeded 


Expenditures by Industries 





Food and kindred products 
Tobacco manufactures 

Textile mill products 

Apparel and related products 
Lumber and products, except furniture 
Furniture and fixtures 

Paper and allied products 
Printing and publishing industries 
Chemicals and allied products 
Petroleum and coal products 
Rubber products 

Leather and leather products 
Stone, clay and glass products 
Primary metal industries 
Fabricated metal products 
Machinery, except electrical 
Electrical machinery 
Transportation equipment 
Instruments and related products 
Miscellaneous manufactures 


U.S 


For 
equipment 
only 


Exp. for 

plant and 

equipment 

(000) 

820,842 $ 
35,645 
367,510 
83,945 
171,574 
77,441 
406,779 
226,368 
810,732 
399.754 
109,783 
31,301 
285,066 
$92,177 
304,822 
517,589 
244,606 
354.974 
56,000 
106,960 


554,044 
22,726 
262,804 
61,831 
115,526 
51,194 
289,548 
144,225 
530,993 
82,314 
78,890 
23,237 
180,688 
379,490 
212,703 
350,193 
179,732 
255,460 
40,687 
75,445 


$6,003,873 $3,881,730 
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WESTERN AND SOUTHERN industry have seen great 
industrial expansion since 1939. Above, left: An exterior view 
of Kaiser Aluminum & Chemical Corp.’s new aluminum foil 
rolling mill at Permanente, Cal. Right 


has taken permanent leave of old 
standards and is waging a new kind 
of mass production. The shorter hours 
of work in vogue account for only a 
small part of the greater number of 
wage earners in manufacturing plants 

In 1939, production workers repre 
sented slightly less than 82°) of manu 
facturing employment. Indicating that 
better utilization is now being made of 


every worker's skill, the 1947 


or 
was above 83 


ratio 


Final census figures for the United 
States eliminated a couple of familiar 
yardsticks, “value of shipments” and 
“cost of materials, supplies, fuel, pur 
chased electric energy and contract 
work.” However, both are available 
for most individual industries 


The reason for their exclusion in 


Alabama, which has 


the final summary is that the bureau 


feels that a substantial amount of 


duplication arises in the combination 


of individual industries representing 
successive stages in the pre duction of 
finished This leaves 


“value added by manufacture” as the 


manufactures 


key to results. 

The 1947 Census of Manufactures 
was the first to embrace standard in 
dustrial classifications, developed to 
nomenclature by 


insure uniform 


government agencies. Use of this sys 
tem resulted in significant changes in 
industry definition and census cover 
age. They also result in more logical 
classifications than heretofore. Among 
the more important changes are, (1) 
rearrangement of the textile indus 


tries, (2) establishment of a new 


Table 3: Value Added, by States 


increased its state percentage of value added to national prod- 
uct frorn 1% in 1939 to 1.18% in 1949 (Table 3), is the site of 
Tennessee Coal, Iron & Railroad Co.'s Fairfield works. In- 
terior shows company’s new sheet, tin plate mill, Birmingham. 


major group for furniture and fix- 
tures, (3) extensive revision of the 
chemical industries, (4) basic rear 
rangement of the metal industries to 
provide one major group for primary 
metal industries, (5) inclusion of mo- 
tor vehicles, formerly a separate ma 
jor industry, in transportation equip- 
ment, (6) establishment of a new ma- 
jor group for instruments. 

The 1947 Census of Manufactures 
has done much to dispel the uneasy 
feeling among some students in the 
field that the 
plant is rapidly 
While renewal of plant and machinery 


American industrial 


bec oming obsolete. 


is a continuous operation, so that a 
single year’s figures do not necessarily 
tell the complete story, the latest data 

Continued on Page 106) 





1947 1939 
% of (total national) 
Value added 

New England 9 16 9 84 
Maine 58 62 
New Hampshire 41 43 
Vermont 20 21 
Massachusetts 4.53 4.81 
Rhode Island 88 97 
Connecticut 2.55 2.80 
Middle Atlantic 27.93 29.80 
New York 1299 13.54 
New Jersey 5.61 6.17 
Pennsylvania 933 10.08 
E. N. Central 31.54 31.53 
Ohio 8.54 861 
Indiana 4.00 3.93 
Illinois 8.98 8.92 
Michigan 6 98 7.29 
Wisconsin 3.04 2.78 
W. N. Central 5.53 5.52 
Minnesota 1.37 1.26 


1947 1939 
(total national) 
Value added 


lowa 9) 
Missouri 2.18 
North Dakota 

South Dakota 
Nebraska 

Kansas 


South Atlantic 
Delaware 
Maryland 
Dist. of Col 
Virginia 
West Virginia 
North Carolina 
South Carolina 
Georgia 
Florida 

E. S. Central 
Kentucky 
Tennessee 
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1947 1939 
% of (total national) 
Value added 

Alabama 1.18 1.00 
Mississippi 40 30 
W. S. Central 4.07 3.34 
Arkansas 35 27 
Louisiana 93 81 
Oklahoma 46 42 
Texas 232 4 
Mountain 11 
Montana 16 
Idaho 13 
Wyoming 06 
Colorado « 37 
New Mexico 04 
Arizona 13 
Utah 18 
Nevada } 05 
Pacific ] 6.46 
Washington 1.16 
Oregon 70 
California 4.60 
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Want Facts? Put Distributor 


Sales Meeting on Wheels 


a distributor, didn't wait for its suppliers to educate the 
distributor salesmen. Instead, the company bundled its entire sales force into 
two chartered busses for a 2,000-mile tour through the factories of seven supply- 


Rish Equipment Co., 


ing manufacturers 


By BOB AITCHISON wer H. I The idea behind the 
trip: to show salesmen actually how 
| teeta ow. nent ¢ Bluefield, W 
Va., distributor i construction 


was getting Iw 
und Rish’s 60 salesmen took off on a 


Steele 


the « quipment they sell is put together, 
ind what makes it tick 
and industrial machinery » streamlined busses were leased, 
a little weary of the old, mine-run an 
nual sales meetings——where its sales precisely timed tour with visits sched 
it the factories of seven compan 
representa es in Ohio, Illinois and Wisconsin 
features of various J. D. Adams Mfg. Co.., Indianapolis; 
Barber-Greene Co., Aurora, IIL; Inter 
il Harvester Co., Melrose Park 
meetit Hough Co., Libertyville 
but Rish wanted a change of pace ! ind Smith Engineering Works 
for their 1950 meeting. And a cha He Co and 
if pace they got f Milwaukee 
A 2.000 le, week lor lit Timed like a World War II inva 


ation the 


nen would gather in a large room and tle 


listen to manutacturers 
tives discuss the 
types of industrial equipment 

It wasnt that the speakers and the ition 
s weren t effective they were lil.: Frank ¢ 


Harnischfeger Corp 


was ister mile « per 


n™M Rish, Vic re eT ' almost 


und’ Adwe t ! f under way at 7 a. m.. and de 


sales r 


President | 
HD. Ag 


caravan operated 


spiit second s« hedulk 


AT THE HARNISCHFEGER plant 

(left) as at other plants on the Rish 

itinerary, salesmen saw equipment in 

the process of manufacture, learned 

much of what takes place before a 

shining piece of equipment reaches 
their show rooms. 


LON M. RISH (below) pays a visit 
to each of his distribution outlets at 
least once a month. 


scending 60 strong on the plants of 
their suppliers at the unholy hour of 
8 a. m. More than one of the host 
sales managers had to make Dagwood- 
style departures from their homes, in 
order to reach the plant at least a min- 
ute or two ahead of their guests. 

Upon arrival at the various plants, 
the group would break up into sep- 
arate teams of ten, each acc ompanied 
by a guide—usually a member of the 
manufacturer’s sales department. A 
number of Rish service men also on 
the trip would leave the main group 
for special sessions with the supplier's 
key service personnel. 

Rish-men found that their starting 
7 a. m. meant just that, and 
At least one bleary- 


time of 
not 7:05 a. m. 
eyed salesman learned this the hard 
way, and was obliged to use air trans- 
portation to catch up with the caravan. 

Pre-planning of the trip extended 
down to such details as the daily ro- 
tation of passengers from bus to bus. 
Thus by tour’s end. salesmen for the 
six Rish offices (Cincinnati, Clarks- 
burg, Charleston, Richmond, Blue 
field, Roanoke) knew each other much 
better than before—-to the extent that 
the dignified title 


Co. Traveling Sales Tour, 


“Rish Equipment 
originally 
bestowed upon the group, evolved in 
to a slightly more earthy name, “The 
Mule Train.” 

Supplie rs, without exception, gave 
the tour wholehearted support, and re 
ceived the group with open arms. Roy 
I Adams, chairman of the board, 
J. D. Adams Mfg. Co 


. Indianapolis, 
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fet. 


RISH EQUIPMENT CO. promotes 
hard with modern show rooms and 
service centers. Above: Charleston, W. 
Va., branch. Right: Cincinnati branch. 


postponed a Florida vacation to be on 
hand. Barber-Greene Co., Aurora, IIL., 
which conducts three-day sales train- 
ing schools for its distributor sales- 
men, scheduled a special session for 
the Rish group, condensing the course 
into two days, so the group could 
move on 

Milwaukee did things up brown 
The P&H shovel and crane plant of 
Harnischfeger Corp. greeted Rish-men 
with a 10-piece “Herr Louie-type” 
band. The Heil Co. arranged for a 
sirening police escort, and at the end 
of their visit sent the happy West Vir- 
ginians home with 60 big cartons of 
tasty Wisconsin cheese. 

At other stops, hosts entertained the 
group at lunch, 
time. Hospitality, however, did not 


cocktail, or dinner 


flow just one way, for President Lon 
Rish had brought along 25 or 30 
boxes of Williamsburg glassware re- 
productions made in Milton, W. Va., 
some 90 or 100 miles from Bluefield. 
At the conclusion of each visit, Rish 
presented his hosts with a box of 12 
glasses for Old Fashions 

Detailed advance organization made 
every minute count. More than three 
hours was trimmed off the return trip 
by providing the group with box 
lunches, thus eliminating time con 
suming stops eac h noon. 

The Mule Train seemed to 


the press, and more than 20 local daily 


intrigue 


newspapers covered the Rish visits. In 
addition, many of the host manufac 
turers covered the visits with their 
own photographers. Ad manager Ed- 
die Steele used many of these pic 
tures plus newspaper clippings to pre 
pare a five page planograph mailing 
piece which was sent to 10,000 cus- 
tomers and prospects 

Rish bore all expenses for the jaunt, 
which ran to around $5,000. Hotel 


rooms cost about $1.700. the two 


chartered busses $1,500, and the rest 
went for food and miscellaneous ex- 


penses. 


All host plants arranged for lunch- 


eons and dinners. Were it not for this, 
it is estimated that the tour would 
have cost twice as much. 

The Rish Mule Train is far from an 
isolated example of the company’s fer- 


tile imagination. For example, when 
a customer or business associate calls 
on a Rish official, his name is care- 
fully printed on a small slip of paper. 
A few seconds later, an attractive sec- 
retary unobtrusively makes off with 
Within 10 minutes, or 
whenever the caller is ready to leave, 


(Continued on Page 110) 


the paper. 


IN MILWAUKEE, the P&H shovel and crane plant of Harnischfeger Corp. 
greeted the caravan with a “Herr Louie-type” band. 
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POSITIVE PROTECTION (ii 
for Your Men and Equipment 


WHEN YOU HAVE a product with 
a unique feature but a more limited 
market than the remainder of your 
line, what do you do? Do you feature 
the specialty or your main line? Bas- 
sick Co., Bridgeport, Conn, used a 
two-color page for a caster with a 
unique feature: the caster, not the load, 
takes the bump. Some 37% of readers 
saw the ad and 18% read most of the 
copy, compared with 11% and 8% for 
the other caster ad in the issue—a 
black-and-white, two thirds page by 
Darnell Corp., Long Beach, Calif. 
Read most cost ratio was 225 or 125% 
above average, compared with 175 or 
75% above average for Darnell. The 
Bassick caster may be expensive and 
of limited use for most people. But 
this doesn’t mean that the ad was not 
selling the company’s entire line. While 
selling this special caster (at a low ad- 
vertising cost), the ad was selling all 
Bassick casters and Bassick as a pro- 
gressive company 


COPY WAS “1,500 WORDS SHORT” in an editorial-type, black-and-white spread 
by Black, Sivalls & Bryson, Kansas City, for its pressure-relieving safety head. Copy 
included a case history and a sketch of BS&B’s product development. In an earlier 
BS&B pushed the same product with a cartoon treatment in a black-and- 
page ad. Readership results 


issue 
white 
Cost Ratios 

Seen- Read 


Reader Scores 
Seen- Read 
Noted Assoc Most Noted Assoc Most 
Cartoon-type ad 8% 8% 5% 64 69 86 
Editorial-type ad 15% 13% 8% 53 53 63 


The editorial ad attracted more casual, quick observation and more through reading 
On a cost basis, the ad might appear to have fared slightly the worse. But actually 
the cartoon ad's appeal was more general—attracting more readers who were not 
potential customers. Readers who slugged their way through 1,500 words of copy in 
editorial ad were more likely to be real prospects, interested in pressure release prob- 
lems. Thus, the editorial ad probably reached (1) more people, (2) at a slightly 
greater cost and (3) was read by more prospects for pressure release apparatus 


oe oe ‘| 


Za lhe Safety Head Story 


A$R 
(52 /3% BY 





ARE YOUR ADS 
GETTING READ? 


One way to find out is with 


sy te Bey 496m ee 
—— oe fe ee dm me 


data like this. It takes pe ag I uesores 
study, but results can 
help you evaluate your 


campaign—and inci- 





dentally give you findings 





on art and copy. 





DON’T BE AFRAID of human in- 

S ta r e h T e S t y terest. In this black-and-white page, 

Norton Co., Worcester, Mass., used 

many human interest appeals: father 

and son situations, conversational copy, 

~ > interest in television (popular from con- 

| n d u Ss t r ! ad | A d R e a d e r 4 h I p sumer and production angle). Product 
interest was attracted by use of small 

illustrations, captions. Readershipwise 

READERSHIP SCORES DEFINED: the ad scored rote average all 


ads in the issue—especially for thor- 





NOTED denotes the percentage of readers who, when interviewed, said they re- ough reading. (Read Most score 
membered having seen an ad—whether or not they associated the ad with the name 13%. Average Read Most score 9%.) 
of the product or advertiser. A basic question is not whether the 

=e ad was read by many people, but 
SEEN-ASSOCIATED denotes the per cent of readers who said they remembered whether it was read by the right peo- 
seeing the ad and associated it with the name of the product or advertiser ple—prospective customers. Emphasis 
on human interest was bound to attract 
non-users of Norton products. But 
COST RATIO expresses the relationship between the cost per hundred readers nearly all of Norton’s copy and a fourth 
(who “noted,” for example) for a specific ad and the corresponding median average of the illustration space was forthright 
cost for all the ads in the same issue. A “Noted” cost ratio of 175, for example product selling. Therefore, although 
would mean that the ad “stopped” 75% more readers per dollar than par for the main picture and headline had irrele- 
issue, par being 100 and representing the median average cost. Thus a cost ratio vant appeal, ad as a whole did real 
above 100 is above average; below 100 is below average selling to those who read most of ad 


READ MOST denotes the per cent of readers who read 50% or more of the copy 


COMMANDING ATTENTION to STEEL WAREHOUSE CUTS HANDLING Costs 
“first things first’ in your ads can be p 15% #6r Reavy stock 
achieved by art techniques. Baker In- 10% tof di gis ro. 
dustrial Truck Div., Cleveland, and j j 

Hyster Company, Portland, both used r 
such techniques in one page ads to draw 
attention to the product first. Baker 
put its narne in a white space shaped 
like an arrow pointed toward the truck 
near the center of the illustration. Hys- 
ter circled its truck with a salient yel- . , ; hed oe ts 
low line. These techniques probably . ’ — ; 
contributed to the unusually high Noted ._a 

scores for both ads, which were noted a HYSTER 15 Qing of Lift Trucks 
by more than 40% of readers, com- ' a rig bi 


pared with an average of 26% for the 
four other industrial truck advertisers 
who used full pages 


Ce ee 77] 
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Steel Warehousing Broadens 
Market, Helps Hold Prices 


Our habit of self-criticism in the United States has done much to improve our 
economic system. But while we are finding what's wrong with it, let us not forget 
what is right with it, too. At least, let us know the system as well as we can to 
give it the fairest chance of working well and of standing a comparison with the 


“isms” by which it is challenged 


To help us achieve that objective Industrial Marketing is publishing a series of 
articles on one of the most vital segments of our economic system—distribution. 
Industry by industry, the series examines the distribution methods used for lower 
costs and higher sales. The study of distribution in other industries is aimed at 
offering you ideas and stimulating your thinking for improving distribution in your 


own industry 


Industries examined thus far include building materials, lighting, anti-friction 
bearings, industrial furnaces and steel. An earlier article covered steel distribu- 
tion generally. The following article, by an executive who has been in the busi- 
ness of selling and distributing steel for more than 25 years, tells in detail the 


role of the steel warehouse in this primary, vital U. S. industry. 


By LESLIE B. WORTHINGTON 


p 


5 ip STEEL WAREHOUSE is the 
department store of the steel in- 
dustry. 

Like the department store, the steel 
warehouse buys from the producer a 
great variety of sizes, shapes and 
kinds of stock which goes on the shelf 
for day-to-day sale to customers who 
buy in relatively small quantities. In 
steel, as in wearing apparel or house 
hold appliances, this system has many 
advantages—-to the producer, the dis 
tributor and the customer 

These advantages may not be ob- 
vious to the casual observer when he 
learns that “only” a sixth of the steel 
produced in the United States is sold 
n this manner and the remainder 
goes in big shipments direct from the 
mill to the buyer. However, that sixth 
is large both in tonnage and dollars, 
ind is vitally important 

For one thing, the very existence of 
warehouses speeds production in the 
mills and speeds delivery for all cus- 
tomers—whether they buy at the mill 
or the warehouse 

The steel warehouse, as was pointed 
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out in a preceding article in this series, 
sells in less than carload lots. If these 
filled by the 


mills, the mass-production advantages 


small orders had to be 


of concentrating on large shipments 
would be curtailed, production would 
be slowed and prices as a result would 
be higher. 

Besides the the lel buy 
r benefits by getting even faster de- 


price factor, 


livery from the well-stocked warehouse 
than he can from the mill 


S. Steel Supply Lo 


In normal 
times, | ware 
subsidiary of U. S. Steel, de 
y of its 


gets them 


housing 
livers n orders the same day 
that it 


mpany has delivered within an hour 


In emergencies, the 


There are various why a 
finds it desir able to 


ordering 


reasons 
small consumer 
buy from a warehouse. By 


material only as he needs it he is, in 


effect. using ware 


our plant as his 


house. By ordering his material cut, 
sawed or burned to partic ular sper ifi- 
cations he uses our plant as part of his 
factory. By deferring his purchases un 
til shortly before he 


he avoids tying up money in 


needs material, 
inven 
tories 

He also risk of obsoles 
If he buys from a mill he must 
four to six 


avoids the 
cence 
guess his requirements 
months hence. In the 

is manufacturing may not 


meantime the 
product he 
go so well and he must make changes 
requiring different steel. 

In the January installment of this 
series, many aspects of the steei in 
dustry’s distribution system were out- 
lined. Further clarification of the steel 
warehousing aspect may be gained by 


examination of the sales activities, 


CAPITAL INVESTMENT in warehouse equipment runs 
but it speeds delivery, cuts operating costs. Overhead 
cranes with 5 to 15-ton capacities like the one on opposite 
A one-inch plate shear costs $35,000 
is a high-speed shear served by 
a large ball 


high, 
page don’t come cheap 


installed. Below, at right, 
peg-like transfers, each with 


eye 


pricing system and inventory policies 
of U. S. Steel Supply Co. 

Sales orders obtained by the com- 
pany average about half a ton, and the 
invoiced value about $55. The business 
that we do cannot compare in dollar 
with that of a steel producing 
like Carnegie-Illinois Steel 
Corp. or National Tube Co. Yet our 
company is large compared with the 


volume 


‘ ompany 


American businesses 
and the 


iverage run of 

We have 
territory we serve 
to coast. We 
2.000 peop ble. 


l } warel ouses, 
extends from coast 
approximately 
did busi 


employ 
Last year, we 


nes with 38,000 customers. 

We really work for the business we 
get. Our sales representatives call not 
mly on all the that mill 
but literally on thousands of 


| would say, as a conservative 


customers 
men do, 
others 
men call on seven 


estimate, that our 


times as many customers as the aver- 
age mill re presentative 


We have than 


calling on customers and prospective 


more 150 salesmen 
customers, and in addition we employ 
a large group of telephone salesmen 
who take orders over the phone. In an 


active warehouse in an active market 
these telephone calls number several 
hundred per day. If we have what the 
customers want that means several 
hundred orders. 

We like the customer to get in the 
habit of ordering by telephone. It is 
that habit that keeps our telephone 
salesmen busy. It is a habit that mul- 
tiplies the effectiveness of our sales 
efforts. At the same time, there is no 
substitute for leg work in selling, and 
our salesmen are constantly searching 


bearing at the 


the highways and byways for new 
customers. 

Our prices vary according to the 
with 100 


pounds dropping lower as the quantity 


size of order, prices per 
ordered increases. Extra charges are 
made for unusual lengths, widths and 
chemical composition of steel. 

Prices also vary according to prod 
refer to the 
t. This 


is the percentage determined by divid- 


uct. In our industry we 


‘spread” on a particular produc 


ing the mark-up into the selling price. 
Turnover affects prices since obvious- 
ly the spread on a slow moving item 
must be higher than on a popular, fast 
moving one, in order to return a fair 
profit. 

Some steel distributors speck alize in 
a limited number of fast-moving 
of steel 
other distributors such as U 


g types 
and stock nothing else, while 
S. Steel 
Supply Co. carry a relatively broad in- 
ventory 

Earlier, | compared the steel ware- 
house to a department store. Our in 
ventory policy is based on our belief 
that it is not good “department store” 
business to try to persuade customers 
to accept something else in place of 
what they really want. We know that 
if we can fill only part of an order we 
are likely to lose the entire order to a 
competitor more completely stocked. 

This means that we must carry some 
moving items, and we cannot 
have as rapid turnover as warehouses 
that carry only popular sizes. 

Each of our warehouses sends out 
a stock list and reference book, list- 


slow 


ing in detail the materials and sup- 
(Continued on Page 102) 


end, that helps move steel plates into the shears. Below, left: 
An order picker and helper select type and grade of steel 
ordered by customer. Color markings and measuring tools 
help fill order correctly. Cold finished alloy bars are taken to 
the cutting machine or, 

zones where all portions of the order are assembled. 


if no cutting is required, to loading 
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New Check List for Re-Examining 


Your Entire 


Advertising Program 


N UNUSUALLY detailed, new 
£% checklist is available for re-ex- 
amining your entire industrial adver- 
tising program for weaknesses or 
blindspots 

The checklist is the second case his- 
tory published by the National Indus- 
trial Advertisers Association in its 
continuing study of budgeting 
methods. 

The report tells how an advertising 
budget is determined by a pipe manu 
facturer, which engineers its product 
for specialized industrial applications 
und has a budget in the $100,000 to 





| 


$250,000 range. The first report, pub 


EACH BAMLET 
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lished a year ago, outlined the budget 
procedure of a large steel company 
spending $500,000 to $1,000,000 on 
advertising Company names are not 
revealed. 
Final Budget Approval 

The latest report goes into greater 
detail than the first report in each step 
from the defining of the advertising 
problem to the final approval of the 
Most of the 
story is told in the chart below. The 
text of the 


budget by management 


report summarizes and 
clarifies what is shown on the chart 
The budgeting 
which sells direct and 
distributors, is the task 


procedure of the 
compa! y 
through 
method: setting an appropriation a 
cording to what is found necessary for 
assisting in reaching predetermined 
sales objectives for individual prod 


ucts in specific markets 
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A summary is made of each major 
step at the top of the chart 
ng problem, product study, market 


advertis- 
identification, etc.—-and of some sup 
porting steps listed in the subheads 

rhe company’s advertising problem 
is to provide a product promotion pro- 
gram that will support the sales staff 
in established markets and assist in 
the developme nt of new markets. The 
charted 
easily to other than specialty products, 
NIAA says in the report, adding: 


“The funds which management is 


program can be modified 


likely to allocate for rdvertising pur 
poses are limited. It is therefore neces 
sary to prepare plan which will be 
efficient, basic and economical and 
whic h will provice for every phase of 
activity.” 

The report is an 84x11” folder that 


unfolds in “road-map” style into a 


1950 


21x42” sheet, including chart and 
text. Copies have been mailed free of 


charge to 3,600 NIAA members, who 
will be assessed $2 for each additional 
copy they order. The price is $5 a 
copy for non-members, who may or- 
der from NIAA headquarters, 1776 
Broadway, New York. 


Survey Committee 


The report was prepared by the 
NIAA budget 
whose chairman is Bennett S. Chapple 
Jr., U.S. Steel Corp., Pittsburgh. The 
committee also includes Roy B. John- 
ston, Koppers Co., Baltimore; Wil 
liam C. Kernahan, Gulf Oil Corp., 
Pittsburgh; Albert B. Teifeld, ¢ opper 
weld Steel Co., Glassport, Pa.; Thomas 
C. Winans, A. M. Byers Co., Pitts- 
burgh; and G. Reed Schreiner, United 


States Steel 


survey committee, 
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Salesman, How’s Your 


Receptionist Rating? 


® Several thoughts to expose to your sales staff. 


R. W. WALKER 


4° RECEPTIONIST for a nation 
‘ ally known management organi 
zation that purchases everything from 
steel to stationery, I have the question 
able pleasure of meeting, greeting and 
salesmen 


sever al hundred 


Frankly, I'm not too im 


grading 
each week 
pressed 

It seems to me that during these 
days of supersalesmanship the hand 
picked collection of con-men who pre 
sent thernselves at my desk are far 


from devastating. Despite all their 


lessons in sales psychology, most of 
them miss the boat in the very begin 
ning because they forget all about me 
or discount the weight I wield. 

Perhaps I can’t make a purchase, 
but the wise lads never get past the 
gate I guard. And I have pets as well 
is pet peeves. 

I'm not suggesting that a little gift 
or a great big smile will do the trick. 
It's much more simple than that. All 
we receptonists ask is that you treat 


1s with as much normality as possible 


Save the personality and forget the 
flattery. Just state your case, give us 
credit for some intelligence, trust us 
to tell you the truth, and believe that 
your personal sabotage is not our 
favorite indoor sport. 

Your initial approach 
heavily. Walk up to the desk, wait 
your turn, and present your card. The 
card is important, for it counts as a 
big strike against the man who 
fumbles through his pockets, or worse, 
has to spell out his name and affilia- 
tion. Ask for a specific person if pos- 
sible, or at least state that you want 
to see someone in the purchasing de- 
partment. We despise the operator who 
asks for the “manager” or the “chief 


engineer.” 


counts 


“Hello, Cutie” 


Any receptionist will tell you that 
her greatest gripe is the salesman who 
tries to disguise the fact that he’s sell- 
ing something. If you are a salesman 

admit it. Don’t try to hide under the 
fancy title of “special representative,” 
“administrative consultant,” “sales 
engineer” or “efficiency specialist.” 

This may flatten a flock of fattened 
egos—but a pumped-up personality is 
highly over-rated as the salesman’s 
best weapon. Be a good fellow—but 
keep the lid on the high pressure per- 
sonality. The average receptionist 
freezes at a big grin or an over-hearty 
“hello” as you step off the elevator. 
Confidentially, we really don’t care 
whether or not you remember our first 
name, our birthday, or that green 
sweater we wore last week. We've 
heard almost al! the jokes you know, 
and we discuss the weather 98 times 


rac h day 


Please! Contain Yourself 


Please try to contain yourself, re- 
gardless of our charms, and stay on 
your side of the desk. Your wife may 
love that wavy hair and adore those 
deep blue eyes, but we'd just as soon 
you kept your distance, especially 
after onions or a few drinks. 

Beyond all else, we like the man 
who accepts our word, and seems 
satisfied that we're not trying to stall 
him off. We really don't give a darn 
whether our company buys brand “X” 
or “Y.” We are impartial. All we ask 
is that you show a little dignity, a 
little trust, and a little respect. Honest 
Injun, men, we're trying to do our best 


for you. Just give us a chance 


INDUSTRIAL MARKETING, March, 1950 





Marine management has recently given us additional evi- 


dence to prove Marine Engineering and Shipping Reviews 


top position in its field... based on a survey produced 


by an independent research organization. 


In this survey the shore personnel of every important ship operating Company in 
the United States... the superintending engineers, operating managers, and port 
engineers ...the general managers and marine superintendents, were sent a list 
of the magazines in the marine field, and asked the question: “How would you 
rate each publication for editorial leadership and service?” Marine Engineering 
and Shipping Review received 24 times as many first votes as the second magazine 
in the field, and 44% times as many as the third publication on the list of nine sub- 
mitted. Here is further confirmation of Marine Engineering's pre-eminent standing 


among marine men. 





A Half-Century of Leadership 


The editors of Marine Engineering are graduate 
naval architects with actual shipbuilding experi- 


Don’t Forget the 1950-51 
Marine Catalog 


The Marine Catalog is the marine 


industry's standard where-to-buy 
it guide, the place to feature your 
catalog data 


A controlled distribution of some 
$,000 will give you “ point-of- 
buying-action’ representation 
throughout the marine industry — 
for two years at one low cost 
Write for a copy of the leaflet “10 
Ways to Make Your Catalog Data 
Click with Marine Men.’ 








Simmons-Boardman Publishing Corporation 
30 Church Street, New York 7, N.Y 


79 W. Menree %.. Chicege 3, i Termine! Tewer, Cleveland 13, Ohie 
Notiono! Press Bidg., Woshington 4,0.C. 1914 Minor Ave, Seattle |, Wash 
86!) W. Sth St, Los Angeles 13, Col 2909 Maple Ave. Dollies 4, Texas 


ence behind them. They 4now what marine men 
want and need in a business paper... 


Aad, simultaneously, they know ow to present 
their information with the approach most advan- 
tageous to technical marine men—the engineering 
approach. Marine Engineering deals with specific 
data in a specific manner— designed to give 
marine men what they want when they need it. 


That's why Marine Engineering has led the field 
for many years in net paid audited circulation, in 
total number of advertising pages, and in industry 
recognition and prestige ...and why top advertisers 
find that Marine Engineering does a superior 
sales job time and time again. 


MARINE ENGINEERING 


" ’ . . 
dua OMI I Had K’: tit 


INDUSTRIAL MARKETING, March, 1950 





Scrap Half a Million Words 


But Keep These Four: 


A valid MAILING 


Number 4 


in a Series of 


Discussions of 


Business Paper Circulation Principles | 


2nd Edition) 


JTEBSTER’S New International 


VW lists 552.000 words 
You could throw 551,996 of them in the 
I > paste in your hat 


uh can and still have four left 
hose four summarize the most important single fact 
ibout audited-paid circulation: it imsures A Valid 
Vi , last 

a handlul more words Webster can easily 


! 


with 


you might put ut 


If You Know Lists 


A\nvbody « 


omething « 


\ mailine li on 
( on ‘ hat nan + 


wt 
daughter's wardrobe 
hwhile and 


ipples ai ' hie h wind 
ler dwindles as wherously an 


rcmAarcse 
Even 


bank-balance 


ibout 


46 


ite 


op off Like 
1 usable 
unwatched 
out of dat 


faster 


vary by fields and 


, ol course, 
busine SS die, 


lypically, and the figure 
some 39 of individuals in 
to other companies or are supplanted; 


functions 
but not their work 


retire, move 


18°) change then 
Only about 


addresses 
a third 1 
job, vith 


and so on main at the end 
of a single year with the same employer 


and address 
Advertisers Expect a Valid List of a Publisher 
faces this problem in acutely 


every 


he publisl er, ol course 
eyeball 


recurrent form. It stares 
especially if he is a business paper publisher 
circulation definitely 


geographic dis 


1 firms ol 


him in the 


month 
advertisers expect a 


For her 
and 


known not 
but as to 


only as to number 
tribution function ol recipients u 
scertained worth as purchasers 


\ careful business-paper publisher spares no effort 
give them such a circulation. And this is how he 


roes about it 


The Publisher's Procedure — Building a List 
Prospect List. Every business paper publisher 
matter what his method of 


the same way, no 
he starts 


Paid or tree 


sudited or sworn 


ol prospective recipients 


only by his 


ol data 


distribution 
} 


mbling 


1 basic lis 
limuted 


vailability 


ry ssc 
bi wsembles i trom sources 
" roughness and the 


uns, his tl 
osen field 


” t List. The 
from sin 


means. tf 


publisher checks his first 
check 
mail 
ous and 


track 


bY Various 
ctories right down to ver 
investigation. This can be 
For tew purchasabl direc ! ol 


commercial 


labor 
sociation lists oF mailing or bor 
is adver 


rowed calling lists 


tisers expect the business-paper publisher's list to 
the job of compiling lists 


as the basis of subscription 


irly up \ 
be 


ire as ike 


In our own experience, 
! wcurate enough to serve 
solicitation is so important that McGraw-Hill employs 


it 
hundreds of people who devote all of their time to the 
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assembly, maintenance and correction of lists in order 
to make them as accurate and as representative as re- 
search, field work and mail checking can make them. 
Yet even these are not as valid as the “final” subscrip 
tion lists of our publications 

For we, like every other publisher of a genuinely 
paid-circulation business paper, have to go farther 
toward validity in the very nature of the paid-subscrip 
tion Operation 
With a prospect list as nearly correct as we can make 
McGraw-Hill employs more than 200 full time 
These men are more than just 


it, 
circulation salesmen 
subscription salesmen. They are “reading counselors 

Ihey ferret out and contact the important companies 


Their 


job is to supplement our list building operations and 


and proper individuals within those companies 


make certain that our publications are made available 
to those people whose interests lie within the scope 
of the magazine 

And to further implement our circulation service, 
McGraw-Hill, over the past few years, has conducted 
and maintained a National Census of Manufacturing 
Plants. This census data provides an additional yard 
stick for measuring, directing and pin pointing the 
circulations of our publications 

List building, mail solicitation, personal contact, 
and the McGraw-Hill Census combine to help us pro 
vide the advertiser with the most interested, alert, self 
selected up-to-the minute audience the publisher can 


Ass mble 


The Publisher’s Procedure — Maintaining a List 


The paid-circulation publisher knows, of course, that 
his list is constantly changing —changing within the 
companies as well as between companies — out beyon 1 


the He 


changes as fast as they happen. Some he discovers in 


limits of his vision tries to learn about thes 


the normal course of mailing: subscribers send notic« 


of ganges, both because they have a money stake in 
their subscripions and because they want to get and 


read the publication Even so, there are some 


the publisher does not immediately learn 


In the course of a year a part of his list in 


changes 

about 

evitably gets out of date 
But not for long 


How Subscribers Keep Lists Valid 
When paid subscriptions come up for renew il, “dead 
names are automatically purged from an ABC publi 
Not merely the people who aren't the 


| ! And 


peopl w hose 
some ol every 


hye 


cation’s list 


any more, but the interest is dead 


these on the list of 


ARC 
for ut 


th 


there are always 
publisher cuts them off 
ABC 
if | 


his circulation 


paper paid or free 
He has to 
He 


t stay 


irs’ show up on an 


at's what 


his list 


se losses cours i“ 


Thi 
And in replacing t 


audit must replace 


wants in business 


actual 
he 


renewing 


department ts for hem wit 


new or regained once 


M 
1 any changes in their titles 


interested subscribers 
} 


more validates his list inwhile sub 


scribers themselves recor 


or addresses or occupancy of positions—in the act 
of renewal. 

In sum, the publisher of an ABC paper has a list 
that is kept as nearly valid as a list can be, by a 
continued, systematic and automatic, year-round check 
made by subscribers themselves. 


But that is not all 


Subscriber-Check is POSITIVE Validation 


When subscribers check their own names, that is posi 
tive, afhrmative evidence of existence, like the response 
“Present!” in a roll-call. 

Methods of check that stop short of this tend to 
produce only negative evidence. They are like inquit 
ing who is absent and marking everybody present who 
sn't reported elsewhere. The return postage guarantee 
for undeliverable copies, for example, turns up very 
few the actual 
deliverable if the company still exists at that location. 
More for learning of individual 
changes get wrecked on the fallibility of office boys 


of “dead” names, since the copy is 


elaborate systems 
and mail clerks. Despite the best devices of this kind, 
a part of every list goes dead every year, unseen if 
not unsuspected 

Yet unless a publisher is committed to the paid 
circulation principle, he is tempted to rely on such 
negative and imperfect checks of validity. For it takes 
unusual nerve to put a list to the acid test of asking 
each and every recipient lor a positive “ves” on pain 
of discontinuance — unless you have to, the way the 
ABC publisher does. It means the risk of losing a sub 
stantial portion of claimed distribution —live names 
even a lot of dilatory interested 
readers, along with those not The ABC 
publisher accepts this risk as the “must” for a positively 


ilong with dead ones 
interested 


valid list 


Known-to-be-Live vs. Not-Known-to-be-Dead 


\n ABC subscription list is made up only of names 
positively known to be “live 

Live and correct, that is, at the moment of subscrip 
Periodically confirmed as live, correct and inter 
ested at the Checked 
subscription and rechecked in that of renewal for 
\bove all 


“subscriber” 


tion 


time of renewal in the act of 


sccuracy of place in the buying picture 


checked the And 


is just another name for the advertiser's prospective 


by subscriber himself 


custome: 

That is what shrewd advertising men mean when 
that the biggest indisputable advantage of 
publications in the business-paper fe ld is that 


Valid Mailing List 


thev 
\BC 


thev 


Say 


insure a continuously 


Ww * 


H/// Publications 


18, N.Y 


McGra 


[30 West 42nd Street. New York 


HEADOUARTERS FOR BUSINESS INFORMATION 





EVERY McGRAW-HILL MAGAZINE IS A MEMBER OF, OR IS QUAI 


IFYING 


POR MEMBERSHIP IN, THE AUDIT BUREAU OF CIRCULATIONS 
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There’s a Lot More 


to Industrial Movies 


than Making the Picture 


By G. D. CRAIN, JR. 


6 baw ADVERTISING manager of a 
leading company manufacturing 
industrial equipment was discussing 
some of the difficulties which his or 
ganization is encountering in the use 
of some excellent sales films which 
it has recently produced. 

“It's getting harder to show them,’ 
he declared. “Some of the big engi 
neering firms which we are particu 
larly interested in have been asked to 
see sO many motion pictures demon 
strating industrial equipment that they 
have refused to allow any more to be 
shown on company time 

“We have got around this by ar 
r luncheons for the staff of this 


permitted is 


ranging 
company, but the time 
strictly limited 

It formerly was the case, this execu 
tive pointed out, that industry con 
ideal occasions for 


ventions were 


showing the latest movies of interest 
to the field, but there are now so many 
mothon pictures available from sup 
pliers that most convention manage 
rather than seeming to favor 


olfering to 


ments 
ny one company, are not 
put on any films as part of the regular 
convention program 

Some of the bovs are so hard up 


for audiences for their industrial 
mentator said satiri 


them to 


movies. this cor 


cally, “they are now bringing 


conventions of advertising managers 
und showing them to their compet 
They have » justify the cost of 
s somehow 
e these comments indicate sot 
of trustration o w part of 
industrial advertis e wus 
films for 


sales pri urposes 


really an indicat that rm 

pictures is medit have 
Wher 

ns to offer, they were in de 


nly by virtue of novelty. Now 


THE MANY jobs of an industrial 

film can’t be done unless distribution 

of the film is insured. Above, a shot 

from a movie prepared by Atlas Film 
Corp., Oak Park, IL 


everybody's doing it, and some better 
method than catch-as-catch-can distri- 
bution has to be worked out for the 
proper showing of films to the right 
people 

That is why it is proper to em- 
phasize at the outset the importance 
of planning a film's production and 
its distribution at the same time. Most 
film producers do not have distribu 
tion facilities, but they are familiar 
with the various services available to 
ndustrial advertisers and others, and 
they can help in setting up the distri 
bution program. Better still, bring in 
the distribution experts before the film 
is even planned or produc ed 

The first thing to decide when un 
lertaking to use a film is what its pur 

se is, and who the peopl are who 
should be persuaded to see it. Films 


ure the ideal medium for the demon 


stration of many industrial products, 
particularly heavy machinery, but if 
that is the primary objective, the pi 
ture ‘ 1 be scripted and produced 
“ th ! ! tT nd 
vand, many films are 
de educational serv 


and other groups, in 


cluding students and even the general 
public. In addition, many companies 
are using films which are intended to 
increase appreciation of the American 
economic system by showing the con- 
tributions of leading industries to in- 
dustrial progress and raising the stand- 
ard of living. They can play an im- 
portant part in employe communica- 
tions programs. A film of this kind 
can be shown to general audiences, as 
well as to employe groups in industry. 
They are well adapted for the services 
of the specialists in the field of mo 
tion picture distribution. 

The convention as a medium for 
showing films is getting more impor- 
tant all the time, and the number of 
films available for this type of au- 
dience is usually large. Thus the ap 
proved method is to have a theater in 
or near the exhibit hall and arrange 
a regular schedule of showings for all 
of those with films available. Then the 
salesman for an individual company 
can steer his prospects to the theater 
at the time his film is scheduled for 
showing. 

One of the greatest avenues for gen 
eral industrial coverage through mov- 
ing pictures is the employe cafeteria. 


THE STORY OF an industry is told 
for the Portland Cement Association 
in a movie prepared by Wilding Pic- 
ture Productions, Chicago. Frame 
shows a rock crusher at work 


One company in the film distribution 
field now has 1,000 plants which are 
accepting weekly service of sponsored 
films for showing at a noon hour 
general education of in- 
an ideal method. The 
Modern Taiking 


Service. is aiming at 10,000 


period For 
dustry, this is 
distribution agency 
Picture 
plants as the ultimate audience 

The Bureau of Mines is distributing 
motion 


pictures of an educational 


Continued on Page 76) 
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nts 


to More pesian O° 


gormul 


If only you could be there when the specification 


is written— you know you'd get the order. 


Design engineers need to know about your product 

and what it will do for theirs if you want orders 

from the makers of appliances, equipment and machines. 
Yet you or your salesmen can't be on hand every time 


o product like yours is specified. 


That's where MACHINE DESIGN fits into your sales picture. 

it makes the contacts your salesmen can't on 60,000 engineers 

in more than 9,000 plants. It is seen, read and referred to again 
and again in these design departments. It is the most powerful 
acceptance-builder you can use to influence the men whose approval 


you must have to get the orders 


Let us show you how MACHINE DESIGN is doing this job right now in the 


engineering departments of your customers and prospects. 


A Penton Publication + Penton Building, Cleveland 13, Ohie 
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Cut the Production Costs 


‘Tl 


Mk 


of Your Catalogs, Manuals 


COST of 


By FRANK G. ZAGAR 


nivertising is one « 


the hardest pills to swallow ir 


small shop activities 


| 
y 


We have been advertising extensive 


" 


the 


past seven 


sccumulated so 


it is best poss ble to 


of the 
ible to 


for 


ur 


ne know 


ivertis 


greatest savings 


etfes 


f produc img 


engineering 


Our 


ways 


ings 


ul ce 
ng dollars 


leds 


sts 


we 


t has been in the 


engineer 


required 


pr tures 


iw general catalog 


uals 
ing mar 
many 


and 


uals 


hand 


e of where 


I 


vears and have 


and get 


h ive 


meth 


4 Dive 
breve 


ar 


have al 


dr aw 


tabulations 


diff 


cull to prepare by conventional letter 


pre 


50 


nethods 


! 


not 


We f 


ilways 


1 letter press 


practic 


il 


We 


vl 


i 


were asked to correct proofs in a day 
or three days at the very 
with the that 
slipped through that could have been 


or two 


result errors 


most, 


caught had there been more time. 


Errors that were spotted required 
ystly, additional typesetting. Several 


proofs were required before the job 
was p rtect 

After studying cost, delays and in 
convenience, we decided to switch to 
offset as a more flexible and inexper 
sive method for printing our catalog 
the 
an outside 
using offset. 


be a 


ind to do job ourselves rather 
service 

the « 
larger 


ad the 


th im use 
W 


is 


hen rigina 


t Size is 


py cal 


us you bear in mir nathe 


CHEAPER, EASIER-to-produce cat- 

alog and manuals resulted from Zagar 

Tool’s use of over-sized master copies 

(left) reduced four times and printed 
by offset. 


matics needed for reduction to the fin 
ished negative. We made our master 
copies four times larger than our con- 
ventional 72x11” catalog page, be- 
cause we found by experience that our 
Varitype would come down to a legi- 
ble reduction from a four-times en- 
largement. So would drawings and 
pictures. 

Next, we assembled all the necessary 
pictures and drawings and pasted 
them onto a white-faced cardboard. 
We had our draftsman prepare all 
tabulations, drawings and figures. 
These were hand-lettered with regular 
draftsman’s printing guides. We used 
India ink exclusively to get maximum 
contrast. For descriptive paragraphing 
we used Varityped copy. The mounts 
in finished form were sent to the off- 
set house. 

The entire procedure for our 15- 
page engineering manual consumed 
one man’s full time for approximately 
two months leisurely fashion. 
During that period we had ample op- 
portunity to change and improve the 
information we had compiled. Since 
the job was under our constant ob 


in 


servation we caught many errors and 
changes before the final master pages 
were sent to the offsetter. All final 
copy was examined thoroughly by our 
sales department, engineering depart 
ment and executives. 

We were rather fortunate in having 
a Varitype machine on which we 
could get virtually any type or size 
of letter or type of spacing. The work 
could have been done, however. with 
a standard typewriter 

The master copy was returned to 
engineering file as 
changes occur they are 
pencil. Thus the next time the master 
copy is used for additional data sheets 
the changes or corrections will be in 
place. With conventional typesetting 
and letter press printing methods such 


our and new 


inserted in 


changes are expensive and sometimes 
even impossible 

Ordering the sheets for our catalogs. 
that in of 


cost us less than * per 


we discovered yuantities 


3.000 they if 


sheet. This included the printing, pa 


per and photographic printing plates 


used it offset reproduction The re 


sult was a correct and complete job. 


ving all the essential information 


ibout 


} 


our tools 


INDUSTRIAL MARKETING, March, 1950 





oO 
7) ., : pe a faye 
: is 13 


rica Peta 
INSIDE DOPE 


a "4 


North 




















% MHoudaille-Hershey Corp 
Chicago Div., is the newest ACRN 
advertiser in promoting a new plate 
type refrigerator condenser to manu- 
facturers of original equipment in 
the refrigeration industry. Through 
ACRN, Houdaille-Hershey messages 
will reach all the major refrigerator 
producers, with coverage of top man- 
age engineering, production 
pur and servicing 


ment, 
nhasing 


sales 


% Latest to enter the air 
conditioning field is Star- 
rett Television Corp 
which recently announced 
line of room and 
office “Coolatron” air con- 
ditioners Starrett is 
starting a regular cam- 
paign in ACRN. Manu- 
facturers are producing 
over $125 million worth 
of this equipment annu- 
ally-and the field is still 
growing 


a new 


Package Units Cool 


Four S$ tory Building 


DAYTON A four-story 
installed two air condition- 
ing on every floor for un- 
usual degree of cooling flexibility 
Five 5-ton and three 3-ton units are 
ploved independently 
trolling 
Installation economy 

by elin al 
were installed ir 
litate return air 
yunted flush in 
High operat- 


because 


building 
here has 


units an 


each con- 


zone of 


err 

one offices 

was achieved 

return 
office 


flow 


this job 
ucts; grilles 
ors to fa 
are m« 
lls or 


nits hall 

n closets 

nmemy i Pp 

runs only wher ts 

calls for cool 

s only $2.40 per sq. ft., lowest of 
conditioned the 


ossible eact 
particular 
renta 
any 
city 


air Space 


air building in 


Black Plates, Reverse Printing 
Gain High Ad Attention for Dealer 


ACRN dealer 


; ‘ 


Equipment Sales in 103 World 
Trade Areas Analyzed by ACRN 


Visitor at recent air conditioning 
show at Dallas (right) gets the 
fine points of the new window- 
type air conditioner from E. M. 
Johnson and E. A. Bonneville 
(center) of Remington Corp .. 
a consistent NEWS advertiser 


ACRN Surveys Dallas— First 
Of Series of Market Studies 


DALLAS ACRN researchers 
started here the first of a 
of of principal market 
throughout the country to find 


how business is done where t is 


on series 


studies areas 


out 


ying 
Results of of air condi 
refrigeration dealers 
13 issue of 


the fact 


cessful dealers were 


this survey 
tioning and 
were reported in the Feb 

ACRN was 
that the 


those 


Outstanding 
most su 
using old-fashioned 
techniques. Four-year 
tabulations showed that 
rar with the 
tioned cities 


specialty 
selling instal 
ation Dallas 
condi- 
bably more 


than 


ks leaders in air 


with pre 


oling horsepower per capita 


any other city 
vuund that Dallas 


ntracto 


Interviewers also f 
dealers and cy 


vable 


rs considerer 
industry 
good 
willing 


every conce 


and 


type of 
peration, a 
they were 

es to ooling 
S4ies 


wit} 


statis 
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How many evaporative condensers 
are sold annually to the Siamese? 
Is Switzerland a good market for 
ice-making equipment? Is there 
profitable export business for air dif- 
fuser units? 

The answers to these and many 
other questions confronting sales and 
export managers in the air condition- 
ing and refrigeration industry were 
recently answered in ACRN 

Eugene Hesz, international market 
analyst and member of the Univer- 
sity of Detroit economics staff, de- 
veloped a two-year pattern of equip- 
ment sales in 103 leading trade areas 
of the world and presented them as a 
part of his regular “World Trade 
News" department appearing exclu- 
sively in ACRN 

Besides showing how the countries 
throughout the world account for a 
great variety of equipment purchases 
the report is also particularly valu 
able in that it shows how in just two 
years many countries have changed 
greatly in market importance 

Further information on export sales 
or trade 
request 


restrictions is available upon 


Detroit Sales Gain 
Third Year Straight 


For the 
cond. tioning 
gain the 
according recent 

Gain 
the phenomenal 
before, but the 5.5% 
cated that sales peaks in 
yet to be reached 
and July, as expected 
sales restaurant 
hold the 
next 


DETROIT 
year 


third straight 
sales here 
prece d ng 
tw a ACRN 
considerably 
the 
increase 
big 


air 


showed a over 
year 
survey 


than 


less 
year 
indi- 
cities 


was 
rise 


are 

June 
the 
installations 
with 


were 
months; 

to 
sales 


largest 
continued 


spotl ght office 


| Complete information on any of these 


topics. Check item and mail to: 


AIR CONDITIONING & 
REFRIGERATION NEWS 


460 W. FORT ST., DETROIT 26, MICH. 


“The Newspaper of the Industry" 








PHOTO-CAPTION news releases, in which a 
story are 
who can 


picture and a caption tell the whole 


welcomed by the business paper editor 
use them to relieve a solid page of type or t 


fill the photo-caption to 


Creating Photo Features 


for Industrial Publicity 


By GEORGE M. WORDEN 


The phenomenal success of the 
popular magazine has 
made an impression on the busi- 
ness press, which is using more 
Sensitive to the 


pecture 


picture stories. 
trend, the alert industrial pub- 
licist is becoming picture minded. 
Suggestions for his improved use 
of the picture method in business 
papers are offered by Mr. Wor- 
den, a photographer turned pub- 
licist, in this fourth article in a 
series by members of the Indus- 
trial Publicity Association of Neu 


York. 


52 


taps 
seeki 


INDUSTRIAL SUPPLIER 
public ity in the business 
press must learn to think in terms of 


pretures il he is to 
of this mediur for telling his com 


get the most out 


pany and product story 

This is demonstrated by a study 
showing that 23 leading business pa 
pers in a variety of fields devote ar 
average of 35 of editorial space to 
photographs Moreover. some business 
papers not only welcome, but ag 

ssively solicit photo features (edi 

ial material in which more em 
phasis is , photographs than text 
Photographs add life, clarity and im 
pact to your story ind sometimes 
tell it better than words 

The industrial advertising manage 


publicist who tackles photo fea 























- 
=e 
“ 


; 


a “hole” when an article doesn't fill a page. Main- 
tenance welding equipment promoted here has many 
applications, but a farm tractor was used to slant 
agricultural 


publications 


tures must know, or have someone on 
his staff who knows, how to supervise 
photographers on location in order to 
come back with the kind of photo 
graphs that will “sell” to a publica 
tion or group of public ations. He 
must be familiar with not only the 
reader groups aimed at but the pi 
torial techniques used by business pa- 
pers 

To best adapt to these tec hniques 
the publicist may supply photo fea 
tures to the editor via three major 
approaches: the exclusive, the semi 
exclusive and the general release 

The exclusive release, which belongs 
to only one editor until it has served 
his purpose, has the advantage of a 
better chance for more space and bet 
ter position, occasionally including a 
cover picture, in the publication serv 
iced. The 


ture, a highly prized publicity phe 


possibility of a cover pi 


nomenon should he reme mbered 
when you have a dramatic photograph 

The semi-exclusive can be used two 
wavs 


1. Suppose you give a construction 
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Reunion in TEXTILE WORLD! 


A half-century of progress-is to be chalked up at the 
great textile machinery and accessories show in Atlan- 
tic City, in May. In its July issue, Textite Wortp will 
record the high spots of that show. More than that, this 
current evaluation will be made the foundation of a 
comparison between today's technology and that of 
1900. TextT1ILe Wor-p will assemble for its readers many 
interesting reminiscences from the start of the Twen- 
tieth Century. These will set off in high contrast the 
amazing achievements on which the current advance- 
ment of the textile industry is based 


Mill men who have had a part in these 50 years will 
thrill at the concrete reflection of the progress they 
have shared or, if they are very young, have heard 
about in the conclaves of their seniors. Over this half- 
century, brightened by years of sparkling prosperity 
and darkened by two great wars and a five-year de- 
pression, has come about the evolution of textile man- 


Send us reservation today for your space in the 


ufacture to a high-wage, largely automatic, modern 
industry, annually turning out $11,000,000,000 in goods 
and spending $6,000,000,000 on equipment and supplies. 


The mere recording of the great Atlantic City show 
would make July a memorable issue of TextT1Le Wor.p. 
The introduction of the contrast with 50 years ago will 
drive home to the men now in charge of textile prog- 
ress the long way they have come. It will help them 
to chart their course ahead. 


The advertising possibilities of this memorable July 
issue are broad enough to attract nearly everyone who 
has a product or service for the textile industry. Many 
advertisers who had space in the July, 1900, issue of 
TextiLe Wor tp will be present in the pages of the July, 
1950, issue. Others who have entered the field in inter- 
vening years will swell the ranks. It will be a grand 
opportunity for all to sell new achievements as well 
as time-tested products! 


WWLY HALF-CENTURY OF PROGRESS ISSUE of MPSQNTEAALITEL 
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A McGRAW-HILL PUBLICATION 
330 West 42nd St. New York 18, N.Y. 





publication an exclusive photo feature 
of interest to the truck building, weld- 
After 
the exclusive has appeared, you can 


ing and sheet metal industries 


develop from it a semi-exclusive by 
picking out three or four sequential 
photographs with captions and copy, 
and releasing them to one publication 
in each of the three industries 

Be sure to tell the editors in an ac 
companying letter when and where the 
material was used before. As long as 
the original publication does not com 
pete with any of the succeeding pub 
lications and the story is good, the 
editors are not likely to worry about 
the previous appearance 

2. When you have a photo feature 
of unusually strong interest (but not 
a news event that requires impartial 
release to all interested publications 
simultaneously), you select four or 
five photographs, add about 300 
words of text and captions to fill a 
two-page spread. Then you pick out 
five or six publications in non-com 


fields 


along with a letter explaining that the 


peting and shoot the story 
photo feature is being released simul 
taneously to the other publications 

Be sure to name them. If you are 
planning to service the story to both 
weeklies and monthlies, work out your 
release dates accordingly so that both 
kinds of publications can publish the 
feature simultaneously 


The general 


terested business papers sin ultaneous 


roes to all in 


j 
release 


GEORGE M. WORDEN 


ly. It is best used for major photo 
stories of strong interest to many pub- 
lications. It is also well suited to the 
photo-caption feature—the baby of 
the photo feature field. 

The photo-caption - feature, which 
need not be a story of major interest 
at all, tells the whole story in one 
8x10” glossy and a brief caption. Edi- 
tors like to have them to brighten a 
solid page of type or to fill up a 
‘hole” in the back of the book when 


the “jump” or continued part of an 


DESIGNED FOR a “new product” style of editorial treatment, this picture was for 


promoting the tracing device in foreground 


mily the mn 


tracer 


54 


anufacturer, but also his custor 


Picture and caption publicized not 
whose equipment supplements the 


article doesn’t quite fill a page. Often 
the photo-caption will appear doing 
its job as a filler as much as six 
months after release. 


Photo-Feature Sources 


As you develop “picture sense” you 
will find, in covering your routine 
publicity assignments, that virtually 
every story has a photo-feature angle. 
Look for it, develop it, and you may 
come up with some surprising results. 

For example, your safety engineer 
addresses a convention on eye-safety. 
In his talk, he describes your com- 
pany’s eye-safety program. If you 
stop with a routine news release, you 
may miss a bet. But if you query pub- 
lications interested in eyes or safety, 
you may find as one publicist did, that 
several publications want articles. 

This publicist got his photographer, 
went to the plant and shot the entire 
eye-safety program of that company, 
including the employe undergoing pre- 


orientation on safety 


employment 
glasses, the optometrist examining the 
employe’s eyes, the optician fitting the 


glasses, and the subject wearing his 
glasses at work in the plant. The story 
appeared as a lead article in a national 
safety publication and later as the 
feature article in the opticians’ busi- 
ness paper 

The photo-feature approach not 
only humanized and enlivened this 
article, but, incidentally, spared the 
publicist the job of turning a rather 
specialized speech into a full-blown 


arti le 


What About The Photographs? 


Whatever emphasis you may decide 
to place on the photo-feature in your 
own situation, remember that no pho 
to-feature is better than its pictures. 
The most inspired prose can’t save the 
situation if the key picture is out of 
focus! So hire the best photographer 
your budget will afford. Brief him on 
your requirements, guide him when 
you are out on a job together, but let 
him take the photographs his own way. 
\ competent photographer doesn’t 
have to be led by the hand 

If you operate on a limited photo- 
graphic budget, line up one pho- 
tographer and assure him a certain 
volume of work throughout the vear 
With a guarantee like this, most pho 
tographers would be willing to work 
for less than their usual daily rates 
will vary 
Continued on Page 135) 


These rates neidentally 
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f NEXT 


_..if you advertise 


YEAR NOW 


to the packaging market! 


How come? Because work on the 1951 edition of MODERN 
PACKAGING ENCYCLOPEDIA has already begun, and reser- 
vations for advertising space in the new book are now being ac- 
cepted. While the Business Paper Section of Standard Rate & 
Data gives you many of the details, here are some additional 


facts you will find helpful . . . 


@ The Ene ve lopedia a unique com 


bination of purchasing directory and 
handbook on all phases of packaging 

has been published annually since 
1929. It is the “bible” of 


the $5.000,000,000 packaging fie Id 


literally 


6 Om of the best proofs of the 


effectiveness of the Encyclopedia as 
an advertising medium is the co 

tinued increase in the number of 
companies who advertise in it. Here's 


what the record shows 


There were 85 odvertisers in the 1930 edition 
There were 213 advertisers in the 1940 edition 
There were 383 advertisers in the 1950 edition 


© Does your company — or client 

fit any of the following categories? 
Then the readers of MopeRN Pac iN 
AGING ENCYCLOPEDIA are big potential 


customers. 


Manufacturers of the raw materials 
of packaging (paper products, tin, 
ink, aluminum, glass, adhesives, 


plastic...) 


Manufacturers of packaging ma- 


chinery (cartoners, filling equip- 


ment, capping machines, materials 


handling equipment.. 


Manufacturers of containers ( boxes, 


bottles, cans, cartona, crates... ) 


Packaging Services (graphic arts, 
custom packagers designers, fabri- 


cators, molders.. 


© The 1951 edition will be distin 


guished by a three-column format in 
place of the two-column arrangement 
As a result. we will carry from 15% 


to 2067 more editorial text per page 


5] An important new editorial fea 


ture will be a full-length section on 


materials handling. In it the nation’s 


If you've already advertised in 


packagers will get their first tailored- 
to-measure study of the ways in which 
eficiency engineering can be utilized 
to streamline packaging operations 
Companies that sell conveyor systems, 
skids, fork trucks, stackers, 


tote boxes, loaders, and the like have 


pallets 


here a splendid opportunity to tap 
this difheult-to-reach market with sales 
stories plac ed in a section that stresses 


the value of such devices 


6) Fach advertiser in the 1951 edition 
will be accorded the privilege of de 
signating the specific section where 


editorial content will produce the 
greatest reader interest in the product 


or service he is advertising 


previous editions of the 


Encyclopedia, you will recall that the final closing date for 


each edition is April 15th. You will remember, too, that it is 


good policy to send in your space reservation early since 


preferred locations are assigned as always on a first-come, 


first-served basis. 


If you haven't advertised in previous editions of Mopern 


Packacine ENcyc.opepia and would like more details about 


the packaging market, the editorial scope of the book and 


the audience it reaches, just write us. 


modern 
packaging encyclopedia 


122 EAST 42nd STREET - 


A BRESKIN 
NEW 
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By W. D. MOLITOR 


“4 


When Can You Afford to Omit 


[i's vovwret ow ome Tnstitutional Advertising? 


‘nt ever will find immediate, 
tangible evidence of the results of in 
stitutional advertising 
That is unfortunate in this day 
when management is finding more vou cam 88 SURE. rs Westinghouse 
prool than ever of results from prod , r 
uct advertising. What makes it unfor 
tunate is that some managements are 
concluding that the ibsence of im 
mediate results from institutional ad 
vertsing spells its futility 
But what throws suspicion on the 
validity of this conclusion is that most 
big. successful industrial advertisers 
use this form of advertising consistent 
ly 
Whereas big companies often have 
more money to spend, they are not 
prone to throw it around indisecrim 
inately. If they did. they wouldn't stay 
hig long ® 
lop management, and some sales 
managers too, must learn that an ad 
vertiser, like a farmer, sows more thar wediate follow-up by the salesmen, to to increase the esteem in which the 
The farmer plants his corr clear merchandise from the shelves of company is held by its customers and 
ind expects to harvest present dealers, to merchandise na prospects, to influence the thinking of 


fall. But at the ' tional advertising to the dealers, and potential customers not yet in the 
rutt trees tro ‘ n some cases to bring back orders market, to protect the company trade 
p for three or four This is the crop that management cat mark and minimize substitution, and 
see and understand in general to create a favorable at- 
g department has The other crop is prestige or in mosphere in which the salesmen can 
ort range advertisi stitutional advertising with long range work and secure orders 
whiectives. It is designed and written There is no clear line of demarca 
tion between the two kinds of adver 
tising, because each has some of the 
qualities and characteristics of the 
other. The difference may lie only in 
the people who read the magazine in 
whic h an adve rtisement 1s plac ed but 
it is more readily recognizable when 
the difference is in the copy for the 
advertisement itself 
Illustrated here are two ads for 
Westinghouse Electric Corp., Pitts 
burgh, and two ads for Eugene 
Dietzgen Co. Chicago. Look at the 
Westinghouse ads. One of them ob- 
viously is designed to sell an idea. It 
is meant to build acceptance for the 
whole company, its name, and con 
sequently any product bearing the 
name 
This ad was written to have a long 
term effect. Those who read it, and 
other similar ads, will be favorably 
impressed with Westinghouse. This 
favorable atmosphere will surround 


Continued on Page 133) 
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Sales Approach 


To Pacific Northwest Business 


HOW: First—by recognizing the fact that the Pacific North- 
west has big construction and building programs underway. 
Second—by strong personal sales work. Third—by maintaining 
an aggressive regional promotion program. 


WHAT Goods and services required by the lighe and heavy 
construction industry and the potent forest products industry, 
are in brisk demand 


WHEN: Every business day of the year. The Pacific North- 
west is a four season market with only a mild slow-up during 
the winter. 

WHERE: Advertising to the construction field, the broad 
industrial field, the lumber industry of the Pacific Northwest 
belongs in the Daily Journal of Commerce. 


WHY The Daily Journal of Commerce is a 100% business 
newspaper. Published in Portland, six days a week for the past 
55 years. Read closely by business men, construction men, log- 
ging men in Oregon, Washington, Idaho. Survey shows 111, 
readers per copy 


Comsull your advertising agency or write for rate card and sample copy. 


Daily I 


711 S. W. 14th Avenue . Portland 7, Oregon 


WORKING TOOL OF PACIFIC MORTHWEST BUSINESS 











UY, 
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These headlines: report a success 
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AOVANCE- DESIGN TRUCES 


boast 





“We he Wedge Blantet Particies @ the Permit 
Precpttater thet wave 40% on chem aie 75S temey 


ee ee ee ee 
_——— 


Permutit 


Sette CORDTTOOR ES HESUOURETERS Fee Fe reams 


... @zplain an accomplished benefit. 


How to Advertise to Business Men: Part 17 


By HOWARD 


G. SAWYER 


2 


@A headline can be used to select 
the audience, deliver the complete 
message, or merely stop the reader and 
get him into the copy. We continue a 
discussion of the various ways of 


stopping the reader 


SO FAR 


ways of stopping the re ader 


we have mentioned these 


Announce news 
Offer a benefit 
Create or port out a 
doubt 
Pose a problem 
State an advantage 
State exclusiveness 
We resume with 
Report a success. Always good 
because the average business man pre 
fers to follow the successful practice 
of some one else than to experiment 
it his own expense 
Examples 
Redesign Trims Lenath 5's Inches 
Cuts Unit Cost $5.70-—Waldes Truare 
Threading Costs Cut bv Over : 
Landis Machine 
Commonwealth Sand & Gravel Corp 
Gets 10% to 60% Longer Service 


Jones & Laughlin 


58 


) ears 


No Repairs 
Allis-Chalmers 
Naturally, the more famous the 
customer whom the accomplishment 
benefited—or the more eye-opening 
the size of the accomplishment, the 
hetter 
ire-¥ elding Cuts Construction Costs 


0% on World's Largest Harbor 
Shed Lincoln Electric 


Ten Million Pairs of Feet Haven't 
Warked This Veteran Floor 
Goodyear 
And General Electric pulls the 
ler into the headline this wav 


How Much Will You Save? 
(.. E. Lecometive At Eastern Plant 
Saves $4288 in One Year 
The success story can also be re- 
ported in the form of a testimonial 
“Our Eaton 2Speed Axles Speed Up 
Delivery 331/3%, Cut Maintenance 
Costs.” Eaton Manufacturing Co 
8. Boast. It had better be based on 
something more than your own opin 
The following do mean some 
hur 4) ar d 


re idership because they prove them 


undoubtedly command 


ives 


Preferred By More Users Than The 
Next Two Vakes Combined 
Chevrolet Track 
1! Out of 12 Window Box Prize 
W inners Have Lumarith Trans 
parent Film Windows Celanese 


But a sheer puff has no value what- 
soever and can even make an adver- 


tiser look ridiculous. The classic 


example is that of three ads which 


appeared at the same time in two 


different oil field publications. These 


headlines were: 
The Sun Never Sets on Fort Worth 
Spudders 


The Sun Never Sets on 
Pumps and Sucker Rods 


The Sun Never Sets on BJ Triplex 
Hook« 


9. Explain 


Axelson 


or offer to explain 


how some benefit is accomplished. 


Again, it’s the benefit that’s most im- 


portant, but it can be presented with 
a promise of explanation in order to 
invite further reading 


How the Recordak Co-ordinated Sys- 
tem Reduces Costs, Increases Produc 
tion Recordak Corp 
“We're Positively Agitated! We're 
the Sludge Blanket Porticles on the 
Permutit Precipitator That Save 0% 
on Chemicals, 75% in Time!” 
Permutit 
“Why We Photocopy Our Records” 
a testimonial)—Remington Rand 


‘Which’ is 


10. Offer alternatives 


a practically irresistable word as in: 


Which Job Can You Do Better W ith 
Oakite Metal Cleaners? 

Oakite Products 
Which of These 7 Rubber Compounds 
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Ques: what's your preference as the best source for building a 
prospect list for your industrial products? 


You'd probably prefer the most complete and accurate 
list of rated industrials—Thomas' Register of American 
Manufacturers. 

















Advertising your products in INDUSTRIAL EQUIPMENT 

NEWS will give you complete coverage of this preferred 

prospect list. . . of the best rated industrials listed in Thomas’ 

Register. 

INDUSTRIAL EQUIPMENT NEWS' offiliation with Thomas’ 

Register makes the exclusive use of this prospect list avail- 

able to you . . . through advertising in INDUSTRIAL EQUIP- } " " 
MENT NEWS... . when the list is current. Our “Inquiry Analy 
| E N is the only publication with daily access to the con- sis Work Sheet" 
tinuous changes in American industry as reported to Thomas’ hel d 
Register. elps record and 





Supplement your prospect list with coverage of this live evaluate inquiries. 
compilation of all worth while potential customers for your 
product — available to you only through INDUSTRIAL 
EQUIPMENT NEWS. 


$110 a month for effective, standard representation. 


Details: Ask for “The | E N PLAN", latest C C A State- 


ment and sample copy. 


Write for your copy. 


Controlled Good for SELLING A. . .« » because 


Circulation 60,338 


..... Used For BUYING Ki 








j= ~ 








. ¥ = j i on C a 
INDUSTRIAL EQUIPMENT : 
RUPE See Oe eee 
INDUSTRY'S ORIGINAL PRODUCT INFORMATION SERVICE 


' Be: ris spite SRE OGRE GES i PR ar ee 
' , ” e £4 ‘4 . 1 be 
: . e ; . 
Boston - Chicago - Cleveland - ~ Leos Angeles ' agar t 
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Your advertising in JTEEL 
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VY) a 


is" going, places 


—* realest buy ilig OWE COVEP AGE. 


of any milalworking 
magazine! 


Your greatest sales possibilities are in the plants STEEL 
enters every week, and that is not "by accident”. 


nm, ~ 


1e new Census of Manufactures lists 12,297 plants (with 50 
employees or more) which account for 92.2% of total metal 
working business. Our own Continuing Census of Metalworking 
enables us to concentrate our cové in key plants. 
STEEL's coverage of 1: 
to tell your sales story 

+aatrt hinvine 

st buying 


with grea 
~~ 


san only appe y reaching the right 
More than , key metalworking men 
“hes op executives in Man- 


yw Readership in 


Matal 


Metalworking and makes y 


in 


what's happening in Metalworking 
and you'll keep STEEL first on your schedule. A PENTON 
PUBLICATION 


STEEL 


The Penton Publishing Company 
Cleveland 13, Ohio 
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Oakite offers alternative 


Will Give You Beat Electric Cable 
t Least Cos? 
U.S. Steel 


unt think 


hx imples 


Performance 


ll. Feature a slogar iz 


nvthir worse 


Put lt On The Blanchard 
Blanchard Machine Cs 
The Greatest Name in W oolens 


American Woolen Cx 
1 platitude. Never. Ex 


The Proolt of the Product ls In Its 
Performance Rie-Wil Co 
lt Vot How Well They Start—Rut 
Where They Finish That Counts 
Mi-Co Meters 
BR. F. Good 


masters ! 


NAME av W 


bor me ON eer, heme can Canter Co hae 
ee re 
wt ow eed (arws te under © qapean ching 

Neer 6 at foe Dope oemte 
ee ee el 
ee ee td 
Se ee ae ee 


Ne Bee be he an tee enter pate 


ee we 


Oe Ot pee ee 


American Woolen has a slogan 


Big Steel Gizvard Makes Plaster 
Rubber Fingers Snap 50-lb. Bags Up 
A Hill 
Hoxe Lives Longer By Drinking Lex 
Water 
Does it concern him? 
14. Title. Headlines that do some 
his that is, have verbs in them) are 
better than mere titles, which are in 
statu Yet a title which 
reader to decide whether 
the m e concerns him is better 
deceive 


than one that attempts to 


everybody into 


reading 
‘Somebody, Will (,0 to 
(Packard dealer ad} has 


but little else ‘Simplified 


Town in 





BE Goodrich 


Goodrich has a paradox 





Somebody will go to town in city “X"! 


2224 








Packard has a title 











Ric-Wil falls on its platitude 


Recessing Convectors” 


Method of 
Trane) clearly labels the subsequent 
information 

Charles McDonough, ad manager 
of Combustion Engineering, once 
said: “Perhaps a headline reading, 
‘And That’s Why I Shot My Wife,’ 
would catch attention in a consumer 
publication. But our men, our readers, 
don’t read their business papers—any 
way, this is my belief—for entertain 
ment. They read for 
and they read for information 
field of work in which they're en 
gaged. If the 


should compel me to headline a stoker 


information; 
n the 
circumstances ever 
advertisement with one word, I'd set 
that word in 72-point type and the 
word would be, STOKERS!’ 

Somewhat along the line of the 
title is the heading on top of a list, 
such as 

6 Reasons Why You Should Install 

Flor-Ever—Delaware Floor Products 

7 Common-Sense Reasons for Trad- 


ing In Typewriters— Royal 


15. Start a Story. The more hori 
zontal your media, the broader and 
perhaps the thinner the market in- 
terest, and the higher the reader in 
the scale of job responsibility, the 
more use you may have for a “story” 
type headline 

People are interested in people, and 
this is particularly true at the manage 
ment level or with the type of prospect 
who actually will use and experience 
himsel/, as an individual, the benefit 
you offer 

This type of headline, though al 


(Continued on Page 142 
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BALANCED COVERAGE 


4s the reason mill men swear by Ti. 


The recently published Editorial Index shows that 
T.1. readers last year received 796 articles, in 15 clas- 
sifications, on mill management and production. 
This is the equivalent of almost ten up-to-date 
reference books on textile manufacturing. 

The balance and diversity of this helpful editorial 
program has made Textile Industries first in circu- 
lation among textile mill meh. And first in reader 
preference, too. 


The remarkable acceptance enjoyed by T. I. 
among all branches of the nation-wide textile 
manufacturing industry grows naturally 
from its practical editorial service to the men 
in the mills. T. I. gives its readers the kind of 
special help they cannot easily find elsewhere. 

Results? Today T. I. has the largest textile 
mill circulation in the United States. For ad- 
vertisers, this is business-getting circulation. 
86‘* of the total net paid goes to production 
and management men in the mills. 

How these men feel about T. I. was ex- 
pressed in a recent reader preference survey. 
(Write for it if vou'd like a copy.) Textile 
Industries ranked first with a total almost 
equal to the next three publications combined. 

Moreover, Textile Industries gives adver- 
tisers a better balanced circulation. Reader- 
ship parallels national textile manufacturing 
activity by geographic sections. So not only 
does T. I. go directly to the men who do the 
buying — it goes where the buying is being 
done. 

For your advertising in 1950, place first on 
your list — the publication which is first with 


the men you want to sell. 


Textile Industries 


® 806 Peachtree $t., N. E., Atlanta 5, Ga. 
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Employe Communications - Public Relations 


ie 


Industry's Relations with EMPLOYES + STOCKHOLDERS * DISTRIBUTORS + SUPPLIERS - 


By ROBERT NEWCOMB and MARG SAMMONS 


Avoid Patronage by Helping 


the Community to Help Itself 


&' JONER or later, the assorted cam 
" the American 


paigns to preserve 
must get down to bed 


much time left 


way ol lite 
rock. Thev 


Everything that can be said in favor 


havent 
{ the democratic system has already 
eon said, Ne 


‘ 
} 
persuasiveness 
J 
t 


it depenels upon thre 
with which the st 
peated, and the sens i iakes 
Prepme whe havent vile up thew 
mrincts, Whe percrple decide that what 
they ve t is worth holdi m t 
will be closed 

Mav he we dont have « much t 
eart from the bis 


the sale 


industrial con 

mities, where the POMPOUS speed hes 
have created little more than a draft 
Maybe vou can take a look at a litth 
town in Nebraska, mack up ol 


thousand ranchers and farmers, and 


1 lew 


learn more trom 
about free enterprise stacked together 
of Chadron, Neb 


slistic one. Its « 


The community 


THIS PONY parade was 
of Chadron, Neb., t 


youngsters 


64 


it than all the books 


tizens have no 


me of many 


attract 


mecern with solving the problems ot 
the world 
if they recognize their own weaknesses 
und have the courage 
other 


they rightfully reason that 


to solve them, 
und that if every community 
would do the san the world would 
et along rather well 

from the strife 


ndustrial climates were to visit 


lft a ambassador 


here his briefcase bulging with 


printed formulas on how to meet the 
enaces of socialism. the people al 


Chadron would look on him with po 


te wonder. He would bring an in 
credible message, put in strange words 
They wouldn't know what he was talk 
ing about 

In and 


no socialists lurking under the beds 


sround Chadron there are 


There are no threats to their American 
wav of life that they do not feel per 
fectly « apable of resolving themselves 


arent sending a delegation to 


1 he ‘ 


They 


W ashington t« seek 4 subsidy 


community activities sponsored by the 
interest in their recreation hall project 


=e Se 


arent courting political influence, or 


going out on strike. A year ago they 

recognized the growing dangers of a 

local problem, and they set calmly and 
deliberately about settling it. 

The problem was the youth prob 

lem. Chadron is 

a community with 

adequate attrac 

tions for the old 

er people, and 

for the 


married ones. But 


younget 


the youngsters 
were growing 
There 


enough 


restless 
was not 
to do, no place to 
Nobody took 


it upon himself to 


Dr. Pierce 


tell the youngsters to calm down 
But somebody took it upon himself 
to find out why they didn't. He was 
the town’s leading physic ian. who had 
brought many of the boys and girls 
into the world. Years ago he aban 
doned a lucrative practice in Chicago 
to settle down in the prairie town of 
Chadron. He prospered and stayed on 
and a few years ago he built a medi 
cal clinic there. His 
Chauncey M 
Face | 


tent in 


name is Dr 
Pierce. 

with a comparable discon 
ndustry, management would 
prescribe a remedy. It might be based 
upon an honest search for causes, but 
more often it would be based upon 
the search for a quick solution, good 
or bad. Dr 


his hands 


Pierce had a grievance on 
und he went to the young 
sters to find out not only what it Was 
but how deep and serious it was: not 
wnly what the thought 
ought to be done about it. but how 
it could be accomplished 

The kids wanted some 
something to do that 


youngsters 


place to ge 
would afford 
excitement ar d participator 


caretully jotted de 


interest 
Dr. Pierce 


a recreation hall 


wi 
desires where 
kids could dance 
hold debates 

ind joOIn in community sing 


It wasnt a tough order. A 


ind play ¢ 


sent pl V5 


dozer 
ranchers in the sprawling area around 
Chadron would have put up the money 


for such a spot, cheerfully. But Dr 
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Here’s the only single salesman who 


covers the entire refining field 


wS 


Who can say exactly how many men you must reach and 
influence in a refinery before you can make a sale? No one! 

rhe sound method is to reach the maximum possible number 
who buy, specify or render decisions affecting your sales 

Petroleum Processing is the only single publication which 
covers the entire refining field . . . the magazine that gives you 
a substantial bonus coverage over any other refining publication. 

Vow, more than ten thousand key men receive Petroleum 
Processing every month . . . readers specified by refinery man 
agements as the actual buying factors in their companies, and 
definitely classified by job function. 

This unique selection method was accomplished by personal 
executive contact with refinery managements in all major units 
from coast to coast. And. more than 85 percent of this controlled 
circulation is home delivered, where your prospects have more 
time to digest both the editorial and advertising contents. 

Only with Petroleum Processing can the advertiser secure the 
deep penetration to reach and influence all buying factors in 
today's vast refining market. This penetration Is evident with a 
glance at its list. For example 1.014 copies reac h men of 
Standard Oil Company of New Jersey and their affiliated 
companies; 477 to Gulf Oil Corporation; 465 to Shell Oil 
Company, Inc.; 459 to Standard Oil Company of Indiana 

Let your Petroleum Processing representative tell you the 

omplete story of why this youthful, aggressive publication is 


your best advertising buy in the refining held. 


PETROLEUM 


| 
Tt TE: Count Bn Gori udd 
pit ndit stale in 
morreamyg at of jrefining 
sent plom call fay dapendi 
re rene al bilGon 
1 . 
preatest Market Coverage d 





. Top Reader Preference 


e Lowest Cost Per 
1000 Readers 








1213 West Third St., Cleveland 13, Obie... Offices in New York, Philadelphia, Chicago, Houston ond Los Angeles. 
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Company Publication Pays Off smmssunsssnsnmenne 


This department here begins a monthly 
practice of recognizing companies 
and individuals who are doing an out- 
standing job of employe relations. 


Because of business management's 
zeal to tell its story to employe and 
public, the inter 

nal-external type 

of company jour- 

nal is experien 

ing a healthy re 

vival. The inter 

nal-external is 

simply a publica 

tion aimed pri 

marily at em 


O'Meara ployes, but slant 


C & O's “Tracks” 4 in appearance 
and content to appeal to outsiders 
as well. Thus the shareholder, custom 
€r, prospect or even just a friend, may 
look over the employe’s shoulder and 
like what he sees. 

A trail-blazer in this revived form 
of industrial journalism is “Tracks,” 
publication of the Chesapeake & Ohio 
railroad in Terminal Tower, Cleve 
land. A pocket-size affair (it’s a half 
inch smaller each way than Readers’ 
Digest), it is as modern and stimulat 
ing as a streamliner on its first run 
It originated 35 years ago as a safety 
bulletin, but it has kept changing and 


Yerce didn't want it that way. He 
called in the youth committee he had 
youngsters to form 

“Look,” he told them, “I want you 
kids to 


everything that you want to go in it 


urged the 
have this recreation hall, and 


But | want proof of how much you 
want it, how much you're willing to 
work yourself to get it. If you can look 
at every beam and rafter in the place 
after it's finished, and remember that 
vou had something to do with putting 
it there, the recreation hall is going 
to mean something to you.” 

The doctor outlined his plan: the 
Chadron Methodist Church would act 
IS sponser of the program The towns 
men like Ed Morey, the community 
jeweler——would buy seed nearby 


farmers would provide the ground 
and the voungsters would sow, culti 
vate and reap the harvest the 
proceeds would go to the building 


fund 
Ranchers like Don Vinton 


66 


und Dick 


improving with the times. Circulation 
today is 58,000, about a quarter of 
which is external. The element that 
makes “Tracks” stand out in indus- 
trial journalism is its simple editorial 
credo: make it readable. Most of the 
material is properly geared to employe 
consumption, and it is colorfully pre- 
sented. 

The editor is Ted O'Meara, who is 
to “Tracks” what Bill Boyd is to Hop- 
along Cassidy. He believes that an em- 
ploye publication, far from being a 
journalistic stepchild, is potentially 
a virile champion of the competitive 
system. He enunciates the employe 
publication’s role as a good will build- 
er with the delicacy of a gathering 
typhoon. Much of the word power of 
the publication results from the 
laissez faire polic vy of C&O's public re- 
lations director, T. J. Deegan, Jr. 

O'Meara is chained to no desk. He 
rides locomotives and cabooses, de- 
scends into coal mines and travels the 
barges in the 10 days to two weeks a 
month he spends out of his office in 
search of good material. He takes 
many of the photographs for “Tracks” 
himself. In top management's refusal 
to turn the journal into a puff sheet, 
however, lies the secret of its success. 
The unfetted O'Meara each month 
proves his ability to take it from there. 


Winters, who own vast tracts of land 
in the area, would promise expected 
calves, pigs and lambs in exchange for 
the youngsters’ help around the 
ranches over agreed periods of time. 
All of this is now in the advanced de 
velopment stage; by spring the cash 
register will be ringing for the con- 
struction fund. During the winter the 
kids are doing such chores as they can 
to bring in revenue to the fund. 
Members of the Wesley 
tion at the Chadron State Teachers 
College feel themselves part of this 
youth movement. In an effort to help 


Founda 


solve the problems which the uncom 
pleted recreation hall cannot yet solve, 
they recently held a 
brother” 


“big sister-big 
party to which school chil- 
nvited. The college stu 
dents are taking the youngsters under 
ind will help them develop 


dret were 


the r wing 
their social programs when the recrea- 
thon h all is finished 


Chadron’s citizens are not content 


to see the hall finished and let it go 
at that. This is a continuous responsi- 
bility, to be shared by community 
and youngsters alike. The hall will 
have competent direction, and the bill 
will be footed through the efforts of 
the youngsters themselves. 

It is not, of course, unlikely that 
some >{ the warm-hearted citizens will 
dig im their own pockets to help out, 
once they're sure no one is looking. 
But the greater part of the project's 
expense is coming, and will continue 
to come, from the kids themselves. 
They aren't asking for a thin dime. 

Dr. Pierce, who provided all the 
push for the program, shrugs off the 
credit. “I didn’t do a thing,” he says. 
“The kids are doing it all.” 


The Youth Appeal 
The need for picking up the ball 


and running with it is recognized also 
in the industrial community of Evans- 
ville, Ind. The business men there de- 
cided several years ago that the local 
youngsters needed to be meshed more 
completely into the pattern of enter- 
prise, so they would know what it was 
like when they grew up. 

Evansville’s third annual essay con- 
test for high school students has re- 
cently been held. This event, which 
stirs up plenty of local interest, is part 
of the public relations program of the 
Evansville Manufacturers’ and Em 
ployers’ Association. Eighteen Evans 
ville plants opened their doors to in 
terested students, and almost 700 stu 
dents made the tours, to develop at 
first-hand their impressions of how in 
dustry operates. 

Exactly 2,175 boys and girls turned 
in papers, ranging from 1,000 to 2, 
000 words, to their 
teachers. The essay program was de 


social science 
veloped in cooperation with the 
schools, of course, who are elated that 
business and industry in Evansville 
takes such a deep and continuing in 
terest in education. Thirty-three judges 

industrialists, editors, educators 
members of the clergy and others 
pored over the entries, in a heartening 
mass demonstration of teamwork at 
the local level 

This happens to be only one of 


many enterprising activities of the 
public relations 


headed by 
president ot 


Evansville group's 
committee which is 
Thomas J. Morton Jr.. 
the Hoosier Cardinal Corp 

This group sponsors a campaign of 


Continued on Page 137) 
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AMERICAN 


AMOCO 


(GAS | 


On your products, distributor's trucks, dealer windows, counters — 
wherever free space exists, PF decals deliver brand name impact, 


turn product identification into sales! 


learn new ways... 


for PF decals to sell your products. See the brilliant color 
reproduction, the ease of application of PF decals. Send today 
for the 16-page booklet, DECAL-WAYS TO SALES, plus 
samples of PF decals. Remember, they're tailormade - special 
PF decals can be designed for best service on your products. 


art services, consultations and 
estimates without obligation 


Write Paim. Fechteler & Co., 220 W. 42nd St., New York 18, NW. ¥., Dept. im 


~ PALM, FEL HTELER & GU. 


NEW YORK - LIVERPOOL OHIO a en@ acne. 
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Editorially Speaking 


® Gone Are The Days Of 
Guessing About Advertising 


Within the last ten years, industrial advertising has 
passed from adolescence into full grown manhood 
It is now a big-money operation. A high percentage 
of large and small industrial manufacturers take 
their advertising seriously, expend much time, ef 
fort and money on it. They take pains to be sure 
that it is well researched, well written and well pro 
duced, They insist that it be placed in the proper 
media—-and they demand results 

No longer are these industrial advertising man 
agers content to guess about how their advertising 
dollar is spent. They want proof that they are going 
to get 100 cents of advertising value for each dollar 
spent. Business publication space representatives 
are finding it more difficult to sell space on the basis 
of just a pleasing personality. No longer do compa 
mes participate in a trade show just because they 
think they should—or have a movie produced just 
because it would be interesting. They expect to know 
in advance, that the chosen medium will get their 
sales message through to buyers and potential buy 
ers. If it will—fine! If not, no go 

A good example of a company that has to be 
shown—in advance—is E. |. Du Pont de Nemours 
& Co., who conducted an eight-industry study of in 
dustrial buying practices. Du Pont obtained its in 
formation by employing three different survey tech 
niques First, questionnaires went to 6 SOO names on 
the mailing list of the company’s nine producing de 
partments. The return was 21° 

Second, approximately LO,000 questionnaires went 
to names selected at random from circulation lists of 

ine business publi« sitions. This mailing pulled a re 
turn of 194 
Third, the Du Pont market research 
ally interviewed 200 persons employed 
onfirmed what many ndustrial adver 
train men have kk ng suspected that no one group 
holds the corner on buving influences, and that im 
portant influence is exercised by men in management 
enginerring, reseat h and pure hasi y It 
ves that industry gets its product informa 
un one source, and that business 
d catalogs are definitely read 
f results revealed that l 


used bapsirne * papers 


said that 
The Du P dy scrut ’ these five bas 
sales problet to determine the 
rot new prod 


r ex 


pansion selling, to add new users; maintenance sell- 
ing, to hold an established or declining market; and 
educational selling to explain facts about products 
or polic ies. 

You can be sure that the Du Pont Co. is using the 
information that it has acquired through the study. 
They now know where to channel their advertising 
and promotion dollars to make them more effective. 
They participate in no guessing games 


® Industrial Markets Just Don’t Stay Put 


With this issue, Inpustrian, Markerine begins a 
series of articles which will analyze in detail the 
1947 Census of Manufactures. The 
general analysis of the Census, and will be followed 


t makes a 


each month with appraisals of separate industries. 

Since the last Census, taken in 1939, heavy war and 
postwar demands have caused industrial expansions 
which the wildest forecaster would have not dreamed 
of predicting in 1939. These huge expansions have 
caused definite changes in many industrial markets. 
Some industrial areas have increased in size. Others 
have remained the same, while some sections in the 
south and west, formerly strictly agricultural have 
almost overnight become important factors in one or 
more industries. The present geographical distribu- 
tion of the nation’s industry presents a far different 
picture from that of 1939. 

Those of us who have the responsibility of direct- 
ing industry's marketing and advertising activities 
find it highly dangerous to depend on outdated 
market information. Thousands of dollars can be 
wasted quickly with misdirected marketing efforts 
Areas that would formerly support branch sales of.- 
fiees or distributors may have declined in import- 
ince to the point where it is a money losing propo 
sition to attempt to cover them as in the past. Other 
areas which would not have received a second glance 
from certain sales managers ten years ago, now are 
heig cultivated 

Although the study of the statistics of marketing 
is frequently dull to those who just touch the sur 
face. the subject blossoms into one of intense interest 
at closer observation, and can become extremely re 
warding to those who will take the time and effort 
to get up to date figures—and use them 

Next month's installment, will appraise the status 
of the metal producing and metal working industry 
Succeeding articles will cover power and public utili 
ties, construction (building and engineering). food 

inufacturing. chemical process industries, electri 

il manufacturers (including radio and television 
petroleun produc tion and refining. mining coal 

etal, non-metallic transportation industries (rail 
road, aviation, marine, local transit), forest products 
und wood fabrication und textiles and garment 


manutacturers 
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O UR editors really earned these awards for 


editorial achievement and editorial excel 


lence. Our editorial policy of “selecting” those 


developments which help railroads help themselves 
of staff-writing everything—of dramatic “pic 


ture-full” layouts—is the “hard way” to edit a 


public ation 
It pays off—not just in awards but in greater 
reader interest. MODERN RAILROADS is easy 


to read! That's why it is so widely and so thor 


ughly re ad 
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@ Sales Promotion Ideas 


Peou mens On CATALOGS . BOOKLETS . _pirect MAIL @ EXHIBITS @ MOTION PICTURES @ SLIDE E FILMS . SALES wera 





SOMETHING NEW 


THESE ARE IMPROVED PINS 


—— 


DAMASCUS 


ALLEGHENY METAI 


AS “OLD AS THE HILLS” 


a 


{a 


MADE OF STAINLESS STEEL 


STAINLESS STEEL 


Ta 
fas.er penetrating 


. Thenner 


» Stronger 
 Shorper 


{a 


ta 


Smoother 
+ CORROSION-FREE 


A breat fe 


NEW WAY TO SELL 
Dy Allegheny Ludlum Steel Corp., 
folor 45,%2'4 


Ro get you into the 


Rome Cable Booklet Sells 
fLustomer, Employe, Stockholder 
A hard-cover i) page booklet has 
been published by Rome Cable Corp., 
Rome, N. Y.. to the 
imaginary tr p through the company 
plant where he learns how Rome wire 
Gnd cable searched 
factured for th 
tions in industry 
The 
heavy cf 


ish, helps assure at least casual reader 


wive customer an 


m= re and Inanu 


applica 


usands of 


ippearance of quality, with the 


wer and paper of antique fin 


the customers and pros 
book 


basis of 


ship mong 


per tive customers to whom the 


let has been mailed on the 


selected lists furnished by each sales 
district 

The booklet been mailed 
to employes to show what “the other 
fellow * and to stockholders 


to he Ip show 


also has 


1s dow 


how their money is being 


spent Copies were mailed to em 


ploye’s homes to further family in 
Thus, 
addition to sales prom tion. the book 
let aims at better stockholder 
plove and community relations 


half of the first of 
70 


terest in the employes work in 
em 
About 


printing 10.000 


your customer's customer was tried 
Pittsburgh, 
folder mailed with company publication, Steel 
Horizons, to customers and prospects. Cover (left) is a teaser 
inside spread (center) which carries six 


the Draper Set 


-_ me 
MORE BUY-APPEAL OAKVILLE COMPANY 0 


for the Producer 


with this two- 


steel 


opies has been distributed 

The booklet, printed in offset and 
profusely illustrated, includes a brief 
history of the company and its prod 
from intricate wiring of 


ucts, ranging 


electronic circuits to cable transmis- 


sion of heavy electrical power loads. 
Distributors and major products are 


listed. The cost was $1.35 a copy 


UNZEL CORD & WIRE CO 
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EGHENY LUDLUM 


| 
in || 


actual stainless steel safety pins, made by Oakville Co., di- 
vision of Scovill Mfg. 
at reminding manufacturer of the variety of uses for stainless 
Allegheny doesn't 

with copy 


Co., Waterbury, Conn., and is aimed 


sell itself directly until back cover 
“Yes, there's a moral.” 


Antique Scales, Ancient 
History Promotes Detecto 
Detecto Scales Inc.. Brooklyn com- 
maker, has delved into 
to promote the 


mere ial ba ale 
ancient history com- 
pany's product. 

The company has published a 112- 
page history of scales since primitive 
man, to show the part that scales have 
and industry and in 
our The booklet, which 
contains many photographs of antique 
50th 


anniversary. ( opies are being sent to 


played in science 


daily lives 


scales, commemorates Detecto's 


industrial libraries and educational 


institutions 


<_ 
INNOVATION for promoting an in- 
dustrial show or convention exhibit 
was this ad by Runzel Cord & Wire 
Co., Chicago, in the October issue of 
Fortnightly Telephone Engineer. 
Glued to the upper left of ad was a 
business reply card for a trial order of 
Runzel switchboard cord and an actual 
sample of the cord above an announce- 
ment: “See this cord being made at 
our exhibit, Room 526A, Stevens Ho- 
tel, Chicago, during the U.S.1.T.A. con- 
vention.” To use sample in ad, publi- 
cation must be mailed third class. 


1950 





The amount of time which the average industrial salesman 
is forced to waste is appalling. Conservative surveys show that 50% 
or more of his working time is spent “cooling his heels” in reception 
rooms, traveling, making out reports, etc. What can be done to help 


him spend more time actually selling? 


The sales leads produced by N.E.D. are a big part of the answer. Doors 
So frotal open more quickly to the salesmnan who calls by invitation... and once 


distribution) he’s inside the door he finds a man who is ready to talk business! 


§200,000 That's why more and more successful companies are using N.E.D.'s 
READERS proved action-getting formula to make their sales forces more pro- 
ductive. With N.E.D. “smoking out” the prospects, salesmen have 


in 41,524 


more time for closing sales. 
PLANTS 


x any eass ALONG 


cnec 


A PENTON PUBLICATION 


Penton Building 
Cleveland 13, Ohio 
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‘Death of a Salesman’ 


Occasionally, as we try to do a good job, we build up so much steam that it 
pays to use a safety valve—to pause and laugh at ourselves. 

Ethicon Suture Laboratories, New Brunswick, N. J., must have had that in mind 
at the company’s national sales meeting last January. For Ethicon distributed at 
the meeting a |0-page, “unofficial, irresponsible, immaterial, undependable” 
issue of “Chicago Ethigram,” a publication that burlesqued the sales meeting, 
the company, its executives and products. 

Across the top of two tabloid-size pages was a six-picture sequence for which 
Luigi Pacelli, San Francisco salesman, posed. The magazine was produced, the 
pictures were taken and the captions written by George A. Kellogg, the company’s 
advertising and promotion manager, who, for all his barbed witticisms, must feel 
very secure in his job. As far as we know, he still has it. The pictures of Mr. 
Pacelli are below 


ta 
c as v ot Ser 


OPENING DAY—Signor Luigi THIRD DAY—Sincere, studious FIFTH DAY—Signor Luigi, 
Pacelli, star San Francisco sales Signor Pacelli concentrates on fresh from 7 o'clock mass, re- 
man, applauds corny gags and technical disquisition by Ph. D. sponds with enthusiasm to ob 
Sliy-bliown platitudes of stuffed from laboratory. Next time meat struse gobbledegook from im- 
Shirts from home office. What a balls are lousy, tell Maria she’s got ported speaker. Wonder what's 
ompany! What a job! the wrong pH for lunch today 


SEVENTH DAY—Pacelli makes LAST DAY, A. M—Luigi LAST DAY, P. M.—It finally 
careful notes of talk by market crouching in back row, tries to kills poor Luigi. Without sym 
research expert on average opera figure out lawyer's talk on Retire pathy, or even the last rites of the 
tions per bed per hospital per ment Plan. “Did he say tarts or church, the exhausted salesman’s 
100,000 population, which prove he torts?” Lawyers got more words remains await the mortician. Sic 
should be getting more business than doctors transit gloria mundi 
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See th PREMIERE SHOWING of 


INDUSTRIAL ADVERTISING'S 
qe COLOR MOTION PICTURE 


I or the first time in 


history, industrial advertising is to have its own 
color, sound, motion picture . .. depicting indus- 


trial advertising’s selling powers 


a documentary film . actual experiences of 
manufacturers who sell to industry ... entries for 
The PUTMAN AWARD 

produced by Putman Publishing Company 
with the cooperation of the National Industrial 


Advertisers Association. 


See it... LOS ANGELES June 29—July 1, 1950 


The Annual Conference of 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


will be available to all industrial 
men and women for howtng to top management, 


ising or other executive group or to company heads 


An advertisement of Putman Publishing Company 
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BUSINESS PAPER EDITORS! 


Win Nation-Wide Editorial Recognition 
for Your Publication--and for Yourself! 


Enter your publication in the 12th Annual Business Paper Editorial 
Achievement Competition—conducted by 


INDUSTRIAL MARKETING 




















Select your most outstanding editorial material, 
and enter it in these five classifications: 


1, For the best series of related articles on one theme. The articles must appear 


in two or more issues. 


2. For the best single article or editorial serving the publication's field. The 
judges will consider either technical or general articles, editorials, news, and 


presentation of technical or product information. 


3. For the best single issue, special issue or annual issue devoted principally 


to a single subject or a central theme. Independent directories are not eligible. 


4. For the best graphic presentation appropriate to the publication's function. 
Individual features or complete issues will be judged on design, format, typog- 


raphy, or treatment of illustrative drawings or photographs. 


5. For the best original publication, market, or technical research published 
in a regular issue. Research must be initiated by and financed by the publi- 


cation. 


NOTE: Physical size of entries must not exceed 18" x 24”. 











Awards will 
be made in ndustrie 
Merch isi r 
three fields: erchendising, Trede end Expert 


Class, Institutional ond Professioncl. Publications in this group may elect to receive 


awards ot their own trade conventions or other meetings 
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Win one of these editorial achievement Six of 18 winners of the 11th annual competition as they received plaques at the 
plaques! NIAA convention in Buffalo last June. 


Three panels of judges, well known for their business papers (not house organs or company 
knowledge of the fields served by each group of publications) published in United States and Canada. 
business papers, will name at least 15 first place 
plaque winners, and 15 certificate of merit winners. Judging will take place in Chicago, May 15, and 
Editors and Publishers may enter their best work winners will receive their awards at the NIAA Coa- 
from issues dated January, 1949 through December, ference, June 29 - July 1 at Los Angeles. INDUS- 
1949. All entries must be postmarked not later than TRIAL MARKETING will publish a detailed story 


May 1, 1950. Competition is open to editors of covering the competition winners. 


YOU CAN MAKE AS MANY ENTRIES AS YOU WISH 


Here's a chance to help dramatize the importance of high quality 


ax Sy editorial content to both advertisers and agencies. 


Focus national attention on your greatest competitive asset—your 
editorial service. 


Use this 
coupon 


to order Please send us entry blanks (ane for each entry) for the 12th 


Annual Business Paper Editorial Achievement Competition. Our 
publication should be classified in the following group: 


A. Industrial 
B. Merchandising, Trade and Export 
C. Class, Institutional, Professional 


entry blanks, 











Editor 
Publication 
Address 


' City State 
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Cover Picture 


Industrial Movies 


Continued trom Page 4 


character, and this service is valuable 
provided the sponsor is satisfied with 
the credit line at the beginning of the 
film, as all trade marks and other 
commercial promotion must be elim 
inated The 
their films is the Bureau of Mines Ex 


00 Forbes street 


distribution center for 


periment Station 
Pittsburgh, 18 
Industrial Films on TI 


(Mher film distribution 


many of which offer service to 


igencies 
indus 
us those in 


trial advertisers as well 


terested in yeneral audiences ire 


American Film Registry and Associa 
tion Films. This is not a « omplete list 
but simply suggests the fact that ex 
perts in the field of distribution are 
available to consult with on the where 
and how of film showmanship 

One interesting outlet for industrial 
films which have some educational or 
strange to say, ts 


IV stations are 


entertainment value 

television. Most of the 
deep in the red, and as program costs 
are the chief reason for this deplor able 
condition, sponsored films available to 
them without charge fill hours of time 
which otherwise would cost the station 
money. A film distribution agency re 
ported that the recent offer of such a 
film brought requests for prints fron 
almost half of all the TV 


As demand for their time 


stations in 
the country 
from commercial sponsors grows, the 
importance of this type of outlet will 


diminish, but right now it is a highly 


76 


HIGHWAY tests show that a little 
natural rubber, mixed with the top 
surfacing of an asphalt road, make it 
wear longer, resist heat and cold ex- 
tremes and skidding. Four states have 
laid highway test strips. That's what 
the copy tells in this two-color page ad 
by Natural Rubber Bureau, Washing- 
ton, representing Southeast Asia rub- 
ber growers. Ad is first in a new cam- 
paign in magazines, newspapers and 
business papers to keep U. S. the big- 
gest rubber consumer. Aim is not to 
fight U. S. synthetic rubber but to de- 
velop new markets for natural rubber 
Rubber roads and latex foam cushion- 
ing, huge potential markets, are fea- 
tured. Channing L. Bete Co., Green- 
field, Mass., is the agency 


valuable method of reaching general 
audiences 

The requirement ol a sales promo- 
tion film, that it be shown to a highly 
selective group made up of actual 
prospects for the company’s products, 
probably means that the company 
sponsoring it must do most of its own 


booking 


ganized 


But even here the well or- 
distribution service can be 
handling the 


details of locating films in offices all 


helpful, by mechanical 


er the country for convenient dis 
tribution to customer groups, and by 
checking the condition of the films be 
fore they are shown. They can also ar 
range for actual projection of the pic 
tures at the appointed time, thus free 
ing salesmen and other representatives 
for the more important work of con 
tacting the executives of the company 
to which the film is being exhibited. 
This is not intended to be a com 
plete discussion of how to get the right 
sudiences for industrial motion pic 
tures. But it is intended to emphasize 
the outstanding fact that the potential 
sudience for the film should be de 
fined before the picture is made, and 
the way in which that audience is to 
be reached should likewise be deter 


Talk to your film 


producer and let him suggest a dis- 


mined in advance 


tribution service that can expedite this 
vital part of the job 

Films, particularly those with sound 
and color, can do a terrific job of sell 
ing industrial products if they can be 
presented to the right audiences. But 
don't make the mistake of producing a 
film and then wondering just how it is 


to he shown 


Austin-Western 


SINCE 1919 THE PRACTICAL WORKBOOK 
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OF CONSTRUCTION MECHANIZATION * 


WHY? 


... because Construction Mernops 
AND EQuIPMENT readers — 
construction engineers and con- 
tractors—buy and use 
Austin-Western road machinery. 


‘advertises in Construction Methods and Equipment 


How Austin-Western uses 
CM&E today —to increase sales; to cut sales costs 


Austin-Western knows the powerful voice 
of the men “on location” in deciding whose 
machinery to buy. They’re the men respon- 
sible for getting construction work done — 


on time and at a profit. 


They favor equipment they know, equip- 
ment they’re familiar with, equipment that 
matches up with their responsibility. 


Since these are the kind of men who read 
CM&E*, CM&E is where Austin-Western 
advertises — and has since 1926 .. . to multi- 


*26,500 paid subscribers (6/30/49 ABC) 


ply its sales contacts with them . . . to fan 
their interest in its machinery ... to famil- 
iarize them with what using its machinery 
means in faster, better, lower-cost work . . . 


in construction mechanization. 


If YOUR product is one that construction 
engineers and contractors use, advertising 
in ConstrRuUCTION MetHops AND EquIPMENT 
will help your salesmen and your distribu- 
tors’ salesmen make more sales ... in a 1950 
construction market that promises to beat 
1949's peak. 


and thousands of “pass-along” readers 


CONSTRUCTION 


McGRAW-HILi PUBLISHING CO., INC. + 330 WEST 42d STREET, NEW YORK 18, N.Y. 


METHODS AND EQUIPMENT 
® ® 
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Tone of Carborundum says 
‘Never underestimate 
influence of the P. A.” 


The Purchasing Agent of today is not just a ‘guy to get 


by’, even with a line as highly technical as our own 
abrasive products, whose ultimate worth must be proved 
says Mr. I ]. Tone, Jr., 


The Carborundum Company 


in use at the production level 


Vice-President of 


Purchasing 8 an Organization ftunction has gzrown 


in importance, and with it has grown the individual 


engaged in procurement his knowledge, his import 
ance and techniques 
eves and 


Department is the 


PuRCH 


NATIONAL 


Our own Purchasing 





MAGAZINE 


ears’ of our Technical, Engineering and Production 
Experience with customers reveals that 


this 


Departments 
our purchasing operations are not unique in 
respect.” 

As the Purchasing Agent has grown in stature and 
influence, so has Purchasing, the one national magazine 
tailored to the exact requirements of the purchasing 
function. From 39th position a decade ago, Purchasing 
has climbed to fourth place in advertising volume! * 

To reach most of the key men in industrial buying— 


take 


Company 


and lower the cost of making a sale a tip from 


marketing-wise Carborundum advertise 


regularly in Purchasing. \t is read regularly by P. A.s 
For complete 
2nd St.. New 


Dallas, 


controlling 85° of industry's purchases! 


information write Parchasing, 205 East 4 


York 17, N. Y 
Los Angeles 


Offices in Chicago, Cleveland, 


A CONOVER-MAST 
PUBLICATION 


FOR PURCHASING EXECUTIVES 
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LESS SS 


We oy Chasera_ 


\ ANY OF THE January issues 
4 are out as this is being written 
(for our Feb. 1 deadline) amid the 
sound and fury of the Copy Chasers’ 
efforts to accommodate those clients 
of ours who paid us no heed when we 
advised, last fall, about getting 1950 
campaigns started early. We've had a 
chance to look at the crop (Note to 
composing room: that’s an “o,” 
please) of new ads. 

Sometimes we're tempted to suspect 
that business paper advertising is 
getting better every year, that the pro- 
portion of superior to average to 
mediocre to lousy is steadily and per- 
ceptibly swinging to the left . . . per- 
haps due in some measure (we like to 
think) to the words of wisdom issuing 
from this department. 

Well, we think it is. Seen from the 
long view (which we take the trouble, 
now and then, to see it from, by refer- 
ence to our files of IM), 
per advertising has improved. The 
show, unmistakably, that 
we've all come a far distance. 

Oh, we still find dogs 
even in this advanced 


business pa- 
rec ords 


figuratively 
and literally 
year of 1950. 
Union Bag & Paper and Ditzler 
Color continue to believe that the old 
adage about babies and dogs applies 
to business paper advertising. 
Youngstown Alloy Casting has dug 
up the turn-of-the-century device of 
letters in - violent 
them eight 


three-dimensional 
perspective that makes 
inches high on the page. 

SKF and Clearing Machine have 
revived the analogy for another season 

boy jumping over a_ hydrant 
(“Never Too Much Never Too 
Little . . But Always Just Right”) and 
cow (“She may look like another cow, 
but Carnation Ormsby Butter King 
holds the national record for butter- 
fat production. That’s what she was 
specially bred to accomplish. Though 
different presses may appear to be 
much alike, too, the fact is that a 
Clearing Press generally sets produc- 
tion records” )—etc.. etc., with rising 
music. 

But we think the dogs 
get fewer as the vears come and go. 
a good part of our 14 


' and cows) 


We've spent 
INDUSTRIAL MARKETING, March, 


Analysis of 1950 Advertising 


Experts comment on some 70 industrial ads, 
fresh from the January business papers 


Clearing Machine 


years on this job hooting down such 
advertising in the interest not only of 
helping those firms to get more for 
their advertising money but also of 
raising the level of usefulness of all 
business paper advertising, so that 
expect greater 
the advertising 


each advertiser can 
reader-attention to 
pages. 

So we're continuing to insist that 
it’s harmful to all advertising——not 
just to the advertiser responsible—to 
discourage readers with the likes of 
the following. 


Looks, Forward and Back 


There is the usual spate of new year 
greetings and birthday celebrations: 


Washburn Wire hangs a roll of wire” 


from a ribbon like a Christmas wreath 
to decorate “Best Wishes for Happy 
New Year.” 

Howard Bros. devote 80% of their 


page to a picture of a New England 
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Howard Brothers 


village in the winter, 10% to... 


As we travel down 
the New Year road 
let us be ever watchful 
for the good that we can do 

. 10% to the signature, and none 
(0) to the product. 

Hyatt Bearings, “with well over half 
a century of achievement behind us 

and entering another year of 
progress,” take a page to say they're 
“Older in Experience . . Younger in 
Vision,” illuminating the occasion 
with such copy chestnuts as wish to 
heartily thank (a split infinitive in in- 
stitutional copy?), letting the past 
speak proudly, facing tomorrow, con- 
tinuous research (what, no painstak- 
ing research?), skill of craftsmen, 
proof of partnership, etc. 

Ohmite and Snyder Tool celebrate 
their 25th anniversaries, but are out- 
distanced by Chemical Construction 
with its 36 years, hourglass and quo- 
tation from George Washington: “Ex- 


79 





saetgtyt 


ryt 


EET AOE WELLES GFE, OR, ten, FE Ged Perens, Bendetetie, & 


Flint & Walling 


perience isthe surest standard by 


which to test 

But whats 36 years compared to 
Flint and Walling’s 837 “Stir Well 
und Watch Carefully for 83 Years 
« the injunction from FAW 


First you start out determined to 
make the most dependable water sy« 
tem in the world, You keep ever 
lastingly at it for 83 years, adding 
engineering skill and new manufac 
turing equipment every year You in 
ist upon enduring material. and your 
pertormance preve your pump 
everywhere. And then, if to all thi 
vou add an engineering idea that 
pure genius vou ll have a water «\ 
tem that’s a« out«tanding a« the new 


FAW Variiet Bullet 
Which, in turn is topped by Thatch 


Grey- Rock 





It's “the old 
and there's a 


er Furnace'’s 100 years 
est name in heating, 


wood cut to prove it. 


The Flat Fifties 

There's plenty of corn on the table, 
still 

Four Aces 
under many conditions, deh 
establishes the DV Multiple 
Stage Cementer as an ace in the hole’ 
Halliburton Oil Well Ce 


menting Lo 


‘Performance in many 
wells 


nitely 
ouch! } 
Straight flush: “Winning Combina 


You and United Motors Lines.” 
‘Aristoloy Steels Hit the 


tons 
Bullseye 
Mark 


Copperweld Steel 

‘You Can't Judge a Lathe 
in a Lab LeBlond 

Baseball balancing on golf ball on 
book off-center on 8-ball 
Maybe It Can Be Done, But ; 
Grey -Rock 

Tall man, short man: “The LONG 
und the Short of it Columbia Mills 


And here's the good old one-word 


resting 


headline 
Dependatbility——Buffalo Pumps 


Dependable Chicago Pneumati« 
Tool tive 
United Supply 
Orton Crane & Shovel 
Quality, Service Oilite 
Plus some cuties like these 
Geese in V “Leading 
the Field National Geophysical Co 
Five fingers Five of the many 
Ko« h I ngineering 


And the everlastin’ ol’ sermon 


There Is No 


time hes high re 
Speed 


Sfamina 


formation 


reasons why 


Substitute for Quali 


ee ot ee mee, ween, ony ee Kat Rees oem 
a er ee mete he meee wey eteetene nd entty 
Se ee eee wey nee el Oe my te toe 
tee ey ee re oe ne es ee 


Engineering 


ty” —Bendix-Scintilla. 

Just the same, though, things are 
looking up. Not, vet. a single “Proof 
of the Pudding:” not, yet, one “Pea 


ina Pod!” 


Vew and Good 
*®Anaconda’s new Everdur ad is 

both breezy and impressive. Group of 

five sketches, with brief copy, on vari- 


ous applications, such as 


Tumbling For 10 ) ears 

This isn’t an act, it's a record—up 
to now—for this battery of three 
tumbling barrels made of Everdur. 
Used for wet tumbling, polishing and 
lustering of light metal products in 
corrosive solutions, they outlast wood 
en barrels by 20 to | 


{ Million 


This isn't an 
ean't afferd to be 
counted millions of items collectively 
called “pole line hardware.” Made of 
Everdur, they years on 
end—gales and 
changing temperatures; 
gases and vapors; humid atmosphere- 
and saline fogs, and hold in check the 
anxious, surging, high-line power that 
forever is seeking a quick destructive 
path to the ground. 


Near the bottom, there's a PS 


‘How about sending in your story on 


One In 
ordinary bolt—i 
It's one of un- 


resist-—for 
storms and = ever- 
corrosive 


E-verdur ? 

It's a neat job, and gets the first 
Copy Chasers Commendation of the 
month for Orro Nrenporer of Ana 
conda Copper Mining Co.'s ad de 
partment 

Yale & Towne start off a new “house 
organ” type ad in the hardware dealet 
It's called “Pac kayed Promo 


and contains “information 


papers 
tion News’ 


about what Yale & Towne are doing 


EVERDUR* goes everywhere... 


le ed 


ed 


% Anaconda 
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Basic Formula: BUILDING MATERIALS 


spread of B 


use 


REASON: Bus 


W ec 


Management-men 


RESULT: Advertisin 


WHEREVER YOU FIND 


MANAGEMENT-MAN...WELL 


t< 


IT, 


rals is basically a matter of pr 


jsea in construction 


alike in only one gene 


Wee oO the finishe 


kis re 


executives who make 


als for their firms. 


Business Week is seen by sel 


at less cost to the 


YOU FIND A 


INFORMED 


1d by a highly cor 


The 
ral re 
d pr 


ce 


or int 


adve 


» industr 


spect. 


oduct. 


ntrated audience « 


vence buying deci 


» ted pr spects 








Building Materials Advertisers” 
in Business Week 


rrican Lumber & Treating Co 


tler Manutacturing ) 


tex Corp 


Ame 

Armstrong Cork ¢ 
b 

¢ 

Gre 


rat Lakes Steel ¢ rp. 
H er EF 
rne, A.C. Co 


h 
Johns-Mansville Cors 
Ke 
lu 


mor 


asbey & Mattison Co. 


ria Engineering Corp. 
McCloskey Co 
Mills Co., The 


Owens-Cor 


The 


ng Fiberglas 
Pittsburgh Corning Corp 
Portland Cement Ass n 
Rilco Laminated Products, Ir 
Star 
Stee! Craft Manufacturir , 


Manufacturing C 


U.S. Gypsum Co 











A 
The Directory Circulation Picture 


in a Nulshell 


~ 


industrial executives 
pf whose buying 
influence hes 
been certified by 
personal call 
\ CONOVER-MAST 


PURCHASING DIRECTORY 
Total Circulation 24,805 


Total Circulation 


~w 


; THOMAS’ REGISTER 


All Other 8,494 





Manufacturing 
Circulation 9,672 


MAC RAE'S BLUE BOOK 


19,792 Total Circulation 18,166 


Jr 


*Data Source: CCA and ABC 
Statements for December, 1948 


Ma 


88% more Manufacturing circulation 


And that's quite a bonus, especially since CONOVER- 
Mast Purcuasinc Drirecrory is confined to the 
larger plants — those that do from 80°; to 90° of the 
Buying. These industrial buyers refer to the Con 
@veR-Mast PURCHASING DIRECTORY thou 
gands of times daily. Here is what some of them tell 
Us —and it is typical of the experience of industrial 


many 


@xecutives who have available to them practically 
all directories and other information sources 


Power Plant and Electri We use this 


direct 


al Equipment Manufacturer 


ry exclusively for locating sources of all types of material and 
njunction with o 


uld be at 


machinery used in cx ur plant production, construc 


tion, and maintenance, and w a loas for a source of infor 


mation without this directory Signed industrial 


Engineer 


Railroad Equipment Manufacturer it is me mpletely com 


piled that very little time is lost in finding the necessary informa 


n mrt Chief wr “up neer 





For the Widest Coverage of Industrial Buyers 


Paper Mill Machinery Manufacturer. “I find that it is the most 
complete and the most convenient to handle of any of the several 
I also 
find that every day I rely on it more and more, and certainly would 
Signed — Purchasing Agent 


directories which we have had in the past four or five years. 


not like to be without it 


A Utility Company. ‘This is the only directory which we are pres- 


ently using Signed — Purchasing Agent 


Manufacturer of Floor Finishes and Equipment it is the most 


used of all the reference books that we have Signed — Purchasing 


Agent 


Chemical Manufacturer. ‘““We find this directory is our shortest cut 


for purchasing information Signed— Plant Buyer 


Direct quotations from signed company letters on file 


in ovr New York office. Names available on request 


It will pay you to be represented in the ConoveR-Mast 
PURCHASING DrrRecToRY by adequate space to illustrate 
and describe the uses of your product 


Issued Semiannually 


Chicago 11, 1, 737 North Michigan Ave 
New York 17, % ¥. 205 East 42nd St 
Clevetend 14 Oro, 635 leader Bldg 
Los Angetes 36. Cab! S478 Witshwe Biv 
Prutedeipmie, Pa 313 Kent Rd Bele Cyrwyd 
Detrort, Mich 12639 Tuller Ave 
Tewnton, Mass, 9 Ear! St 
Rochester 10, 8 Y 68 Madker Orwe 4) Town of Brighton 
Westport, Conn. Bay St 
ttle foils © I Vewment Terrace 


Whitehall 4 6612 
Murray Hal $3750 
Cherry 1788 
Whitney 855 
Cyowyd 6971 
Tenes 4.052) 
Teenten 2 1987 


Westport 2 3106 
Little Falts 41419 


ee 
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Top: Dow Chemical, Kidde 


to help Yale dealers make more 
money a 

There’s a new Crane ad out, ad 
dressed to designers, that pulls a 
switch on the usual Crane piping lay 
out by spotting the various types of 
Crane equipment needed in a fuel 
pumping and heating unit. 

A comic drawing of a lucky lady 
quiz winner receiving a Kidde fire 
illustrates the 


story of an auto manufacturer who, 


extinguishing system 


by installing Kidde systems on his 
hazardous screw machines (low flash 
point oil coolant), saved enough on 
prompt and un-messy fire put-out to 
pay for the systems in five months 
and thus justify the headline. “How 
to Get a Fire-Extinguishing System 
Free!” 


Dow Chemical 
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Botton: # Bundy Tubing 


“Light” and “Strong” parts of its Dow 
Magnesium sales story in terms of a 
portable conveyor: 


Koowing that maximum lightness 
meant greater utility and a large com- 
petitive sales advantage over heavier 
conveyors, a leading manufacturer of 
materials handling equipment de- 
signed and built a conveyor almost 
entirely of magnesium. A 10-foot sec- 
tion of this conveyor weighs just 68 
Ib.—92 tb. less than the section it 
replaced! 

While magnesium is the lightest 
structural metal known— it's ‘5 light- 
er than the next structural metal 
it is also remarkably strong. This 68 
ib. magnesium conveyor section is 
just as strong—just as durable—as a 
conveyor of heavier material de- 
signed for the same performance. 


*Bundy Tubing sells with animals, 
but in a kidding way. (Most animal 
analogies are so heavy-handed that 
you cringe.) “No other Tubing offers 


1950 


all Bundyweld’s advantages and su- 
perior features . . as you can see at a 
glance” 
gorilla rattling his cage: 

It’s extra strong . . can take a shaking 

A major point in auto braking 
butting goat: 


It won't collapse with knocks and 
bends, 
Another tubing headache ends! 


hawk calipering tubing: 


We watch dimensions like a hawk, 

Your inspection crew will never 

squawk. 

Copy under each of these couplets 
is solid; example: 

Bundy weld is the only tubing that's 
double-walled from a single strip. 
Leakproof, extra-rugged and sturdy 
yet thinner-walled. 

Much as we detest both animals and 
poetry in business paper advertising, 
this is so gracefully done and so full 
of good “sell,” including the plug: 

It comes in steel, Monel or nickel, 

The cost is really low. 

If you've a tubing problem, 

Write Bundy—see below. 
that we must send one of our cer- 
tificates to Copywriter Larry A, 
RockELEIN at Brooke, Smith, French 
& Dorrance, Detroit. 

But too self-concerned for our likes 
is the new Jenkins Bros. ad entitled 
“Acres of Diamonds” (which, we seem 
to recall, is the title of some famous 
lecture or sermon of a couple of gen 
erations ago). Against the many 
buildings in an air-view drawing of 
an industrial community are spotted 
red diamonds, each representing the 
Jenkins trademark: 


JENKINS 
20! VALVES@® 


Jenkins Valves 





———_— - 


—— a» -= 
EOL HECTOR COmPemT nw 


Lincoln Electric 


You see only the aructures of com 


merce, soaring skyward the strange 


new shapes of industry stretching be 
yond, Yet all around you are acres of 
diamonds. Diamonds that identify the 
thousands of Jenkins Valves on duty 
in the many different types of build 
ings essential to modern civilization 

Nothing holds ite walue like the 
diamond, in valves as in gems. Four 


generations of American builders 


have placed their trust in etc... ete 


Business as U sua’ 


Long-time and 
Pp rpetuated 

Bridgeport Brass 
Bulletir 

Perfect Circle's 

b.. F. Houghton’s 
News Vol. I Nc 

Lincoln Electric's selections from 
Procedure Handbook of Are Weld 
ing Design and Practice 
ude Lincoln Fle 
tric in January's “Man-of- Year hor 
orable mention list. Should have 

Timken’s well-headlined 
trated case studies 

Cast I 
of all 6 


Rumor Page 


Hought ' | ine 


“ore how 


we neglected t cl 


LeTourneau 


llow’—a beautiful case of smart 
backscratching 


Monsanto's “For 


Your Informa 

Johnson Bronze’s “Sleeve Bearing 
Data Sheets.” 

And that apparently very successful 
Manheim ad with the big X across the 
photo of hundreds of sizes of endless 
v-belts that can be replaced “with just 
t reels of Veelos.” 

With closeup photograph of appli 


cation, explanatory diagrams, power 


packed headline (“Accotex Aprons 

Last Five Years and More”), and 
«] competitive copy 

man-mad 


This combination of 


+1 ©ree Seawrerw 
+ ro eran 
ee raeer ey com 

~ (ome eee 


Ne couldnt wail 100 years 


synthetic rubber and cord is uniform- 
ly long wearing. It has none of the 
variations and _ irregularities that 
weaken aprons. Hence Accotex 
Aprons virtually eliminate downtime 
carsed by premature apron failure 


Armstrong Cork continues to dom 
inate the advertising of textile leathers 

and pretty nearly, all textile sup- 
plies advertising. 

Again, LeTourneau has a beauty of 
nine photos illustrating “a 
8-hour shift.” 


for example, at 


a spread 
typical Tournadozer 
Each pi oto ts timed 
8:00 a.m. “Tournadozer cleans up 
around shovel in the ore pit;” at 8:48 
it “travels .4 mi. to the crusher, cleans 
mn. through 


up drain spillage:” and so « 


the day 


Observations Both Frivolous 
and Discerning 

Petko Industries makes an interest 
ing ad out of a rather conventional 
idea the proving 
ground.” It's been done thousands of 


At the 


laboratory 


times, but seldom so brightly 
top. four lines 
Kwikset 


Architect. agreed that 
locks were beautiful 

Builders discovered Kwikset locks 
were easy to install 

Wholesalers, jobbers, dealers ap 
proved Kwikset locks’ low cost 

And we proved that Kwikset locks 
mild take it 


Then. in b 


Couldn't UW 100 Years For A 
Testimonial 


, displ iv ft pe 


owed by 


. we built our own proving 
ground and now produce the equiva 
lent of 100 vears in wear in 100 days! 


Axiom: art directors are more so 
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TANKS THAT HOLD THEIR BREATH... 


Tuars the headline of an advertisement for our client 
of 24 years, Chicago Bridge & Iron Company. It explains 
the operation of the Hortonspheroid, a pressure storage 
tank that prevents vapor loss from volatile liquids. 

It is an example of the use of attention-compelling 
techniques to introduce facts-and-figures copy that sells 
industrial products to engineers. This kind of advertising 
has helped make Chicago Bridge & Iron Company one 
of the world’s foremost manufacturers of industrial 
storage tanks. 

Ic has also won Associated Business Publishers awards 
three years out of the last four. 

The preparation of productive industrial advertising 
requires a special advertising ability plus industrial 
knowledge and experience. We offer you such a com- 
bination. Call us if you'd like more details. 


RUSSELL T. GRAY, INC. 











j ee tt 
' ‘ 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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ENGINEERING EXECUTIVE 


Sell BOTH in the Paper 


PRODUCTION EXECUTIVE 


Metalworking’s Inseparable Team 


All the steps in the manufacture of a metal 
product are inseparably related; one department 
cannot function independently of another. That 
is why the engineering and manufacturing execu- 
tives in any metalworking plant work as a team. 
They have common interests and interrelated 
objectives. 

So it is logical that there should be one publica- 
tion to serve the common interests of this in- 
separable team . . . one publication that knits 
engineering and manufacturing information into 
a logical, usable pattern, precisely as the fune- 
tions of engineering and manufacturing are 
related in actual practice. 


MACHINERY’S editorial content is aimed di- 
rectly at the common interests of this inseparable 
team, giving both engineering and manufactur- 
ing executives the latest information on the de- 
sign, construction and operation of metalworking 


equipment, and the methods used in the manu- 
facture of all types of metal products. Because 
MACHINERY provides important information 
on all phases of metalworking, it naturally 
attracts an audience of key metalworking 


executives. 


MACHINERY =~ 


INDUSTRIAL MARKETING, March, 1950 





They BOTH Read 


MACHINERY ’S Directed Distribution Plan 
Then, MACHINERY goes one step further to 


assure even more complete coverage of all the 
authorities and influences on the plant “Buying 
Team.” By means of its unique Directed Dis- 
tribution plan, MACHINERY is able to adjust 
its coverage scientifically according to the loca- 
tion and amount of purchasing power in every 
sector of the metalworking industry. Under this 
plan, we maintain a continual check of the key 
executives who wield purchasing authority in 
every major metalworking plant (usually plants 
employing 100 or more in actual production). 
Most of the men we locate by this census have 
long been subscribers to MACHINERY. But if 
they are not—and if our investigation has defi- 
nitely established their purchasing authority 


we send them personal copies of MACHINERY. 


Why Directed Distribution Was Developed 


Directed Distribution is the only way to guar- 
antee advertisers effective coverage of metal- 
working’s key buying authorities. These busy 


men are “out™ to subscription salesmen: do not 


read subscription selling mail. Directed distribu- 
tion was developed especially to overcome these 
difficulties . . . to fill the gaps in coverage of buy- 
ing authorities which cannot be avoided by a 
publication with an “all paid” circulation alone. 
Because MACHINERY’S authoritative editorial 
content is its own best salesmen, only about 
18% of MACHINERY’S total circulation is re- 
quired in the form of Directed Distribution to 
round out its coverage of key metalworking buy- 
ing authorities. 


93.4% Request Renewal! 


All of the men who receive Directed copies of 
MACHINERY are asked every six months if they 
wish us to continue sending MACHINERY to 
them. In answer to our query, we get a “renewal 
request” from this group of highly placed execu- 
tives of 93.4%. Directed Distribution is, there- 
fore. “asked for” coverage. Combined with a 
paid circulation of guaranteed quality. it makes 
sure that your message is carried to the right 
men—in the right plants——to do its most effec- 
tive selling job. The Industrial Press, 148 La- 
fayette Street. New York 13, N. Y. 


Production in the Manufacture of Metal Products 
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That's the kind of a lead that prom maneuvered them at every turn. It 
we bet that artistic distortions of fig 98e8 some interesting reading. More: snubbed temperature’s leaps and 

plunges by varying the reflux feed 
widely and accurately. It saved the 


puisticated than readers That's why 


ures such as those in a Wirebound The water of course Geched to 
Box Mira Assn. and Crucible Steel team. The steam «hot the charging day. 
stock ahead of it, «traight out of the And here's the pay off: 
tube and inte the tower. The charg 
from slitting their throats from oceu ing«teck pump raced; the tube re 
pational boredon evoke from the filled. A few minutes later water 
gain appeared, and the fresh tube- 
ful of distillate, well below its proper 
hell? temperature, shot inte the tower 
“How To Save The Dey When A Again and again the «ame thing hap 
pened; all day long water slugs kept 
Unit Goes “Crazy is the swell head he whole anit and its operating per 


rls itthough they may keep artists 

Refinery men said that, with 
any control method previously used, 
the day's entire run would have been 
“slop.” requiring rerunning. They 
estimated total savings at over $500 
per hour—$4800 for the one shift! So, 
the Centrol not only saved the day, 
but paid for itself several times over 
that day. 


We don’t understand exactly what 
happened, but we're sure the readers 
do, and we're sure the writer must 


was operating nermally, when such production as was achieved have. That's real good writing; take a 
early one morning, it suddenly went was all within specs temperature ; N > j “ae 
erazy. The charging dicillate con never got more than 5° F off, and was bow, J. M. PLUMMER anc associates, 


tained water, and a good-sized slug held to 3° F for 90% of the time. . ad and public ity section, of Leeds & 


came into the furnace tube. And Pressure and flow in the tower ran N ’ - . "; 
- :; wthrup’s advertising division, Phil- 
shout 790 I wild—but the (L & N) Control out ‘ up © 


reader, if not apathy, then “What the 


sonnel in an uproar 


line over some Leeds & Northrup copy 
and under a flow chart of a fractionat Che point is made shortly that, de 


ing unit which spite all this excitement 


the tube temperature wa- 


adelphia. 

Which headline treatment would 
strike you as being the more effective 

Gulf Oil's “May We Offer a Val- 
uable Suggestion?”—or Manning, 
Maxwell & Moore’s “Every Engineer 
Should Read This!” ? 

Gulf's copy is particularly low-pres- 
sure, including such modest para- 
graphs as: 

It is Gulflex Wheel-Bearing Grease. 
And we think you will be interested 
to know why this grease is so out- 

HOW TO SAVE THE DAY standing. 

WHEN A UNIT GOES ““CRAZY’”’ 


ae 
We sincerely believe there is no 
other wheel-bearing grease on the 
market that can quite compare with 
Gulflex Wheel-bearing Grease. 
MM&M’s copy includes a technical 
introduction to the subject of wear in 





gauges and a straightforward de- 
scription of the nylon movement just 
adopted for Ashcroft Gauges. 

We thought the headlines made an 
interesting contrast. 
| ‘ There must be (or must there be?) 











1 very 


4 ngineer a reasonable explanation to the para- 
4° dox presented by Cam-Stat—“a Quali- 
should read this! ty water heater thermostat at the low- 
est price in the industry”—but there’s 
no copy to make such an explanation. 
Statements like that demand explana- 


tion—competition can’t all be dumb or 
crooked! 

Possibly it’s a far fetch, but we bet 
it got the banker-reader started on the 
id. Hammermill Paper reports on 


how some banks are building good 

public relations and future business 

with programs that are simple and in- 

expensive one bank sponsored a 

ASHCROFT Ganges joint Small Business Conference, 
: . \ inother makes calls on farmers to of.- 


GULF - . — ler counsel on their problems and 


—— 


nds up with 
Top: Crucible tw Leeds & Northrup Another «imple and = inexpensiv 
Bottom: Gulf O Manning. Maxwell & Moore wav to make friends for vour bank is 
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— 


Other impressive ATF faces 
that should be in every 


newspaper composing room 
Designed especially to dress the newspaper in the most Brush Grayda 


; ’ Balloons (in 3 weights) 
modern manner, but equally valuable for clean-cut, power Gothies (in a great variety) 


ful advertising display. Though high in character count, Kaufmanns (Script and Bold) 


its exceptionally open counters and large x-size for the an eabeeen 


body make it extremely readable. Also interesting in small Lydian Bold Condensed Italic 
Spartans (in 3 weights) 
masses well leaded. Foundry cast in 8 to 84 point, includ- Spartan Bold Condensed 


- Stencil 
ing the useful intermediate 42-point size. Stymies (in 4 weights) 
The sparkling Italics are slightly decorative and viva- Stymie Bold Condensed 
cious for emphasis or quality appeal. Used for step-down vowes 


Write for Descripti Price List 
heads, they give the paper a new look. Advertisers also for Descriptive Type Price Ls 


will appreciate their freshness. In 8 to 72 pt., , <C A mer ican T ype F ounders 


with special characters fonted separately. 200 Elmora Avenue, Elizabeth B, New Jersey 


Branches in Principal Cities 
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if you’re selling to the manufacturing industries... 


SELL THESE MEN AND 


“2 | 2 oun 
THE PLANT Ne GROUP | 


- ' . : 
Mme, e a Chief Engineer — If oS 


} 
" | > 
ph z : = j a 
7 4 + Vice President in charge of Operations 
. : : ve 


im *, (| 


Factory Superintendent 


s 


“BEAR DOWN 
ON 
PRODUCTION 
COSTS” 


A McGRAW-HILL PUBLICATION 
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YOU'VE SOLD YOUR PRODUCT 


The sole reason for existence of a business publication 
is to help people in their jobs. The measure 
of a business magazine’s success, therefore, is not 


readership alone but the job-action which readership inspires, 


Your Factory Representative wants to show you strik- 
ing evidence of action taken as a result of readership of 
Factory. You"! be interested in this significant indication 
of real reliance on FACTORY in working out the wide- 
spread tasks of plant management in the manufacturing 
industries. 

FACTORY is edited exclusively for and concentrates its 
circulation on the Plant Operating Group. On this group 
falls the burden of meeting the challenge of industry’s new 
cold war on manufacturing inefficiencies. 

Remember these facts—1. The manufacturing indus- 
tries are the largest single market for most industrial 
equipment . . . 2. The Plant Operating Group is the most 
influential management group in the buying of most in- 
dustrial materials, tools, equipment and supplies... 3. The 
Plant Operating Group is numerically the largest group 
of management men in the manufacturing industries. And 
because FACTORY has more circulation and more reader- 
ship in the plant operating group than any other industrial 
magazine, your investment in FAcTorRY should reflect the 
importance to you—and your salesmen—of the Plant 
Operating Group. 


20 west aana sracer, new vor 19, x7. fi All OD ROG 
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Making a friend 


of the small business man 


Hammermill 


to put 
Safety 


Hammermill 

both «mall 
and large, know Hammermill papers 
They use Hammermill paper in their 
business. The itself 
liable service to them 


your checks on 


y our customers, 


In the cut, see 


Ken 


used balloons to punch 


the cute way 
nametal, Ine 
out the sales points 

Does an unbelievable statement at 
tract or repel the reader? Lapointe 
Machine Tool Co. claims: “It Used 
to Take a Man a Month It Now 
Takes 15 Seconds Would you say 
haloney, or stop to read that 

That's right 


neering is 
that 


Lapointe engi 
responsible for the fact 
only 15 now re 
this diffi 
cult lamination die, in one aroke of 
the Lapointe broaching machine! An 
amazing reduction in time 

when you realize that it former 
ly required a month for a skilled 
diemaker to shape the 12 thin, very 
exacting slot \ 
from the 


seconds are 
quired to completely cut 


and com 


contour four of them 


different others! 
And if 
wn competition survive 
bor 


tand 


what they say is true, how 


nother Ingersoll 
Jackbit 


100 steel 


‘ xample 
claims fine { 
the work of more 


irset 
thar 


ius. und is 


proven tacts offers 


In nearly all cases Carset Jackbits 
drilled at least 100 times a 
hole steel bit 
im many Cases mo of 100 
much. The fo« 


with ome arset 


have 
much footage as a 
that vou 
m drill Jackbu 
sould therefore ee ' 10 hat 
hunge f 


lh whstaires 


| idies rep rt 


difficult of all to write 


ads 


s saving of Sot 

saving on bit and red 
$5 v2 

saving of 66 on bit 


Boy, if we were a 


biting 


Dealer copy is probably the 


most 


Here are two 


that were done by writers who 


90 


Kennametal 


Inc LaPointe 
either (1) 
couraged by the almost hopeless pros 
pect of 


haven't become 
dealer's interest 
uw (2) know that the method they're 
using is probably their one best chance 
of getting through the hard dealer 
shell. 

*& Templeton, Kenly & Co. publish 
what best can be described as a house 


arousing a 


organ, a page consisting of half dozen 
items like the following, each illus 


trated in the same informal style as 


the « opy 


Ceme Out—Come Out—W herever 
You Are! 

We've got to admit it we can't 
find you people whe need material 
for good sales meetings. So come on 
oat! Tell us when you're holding 
next meeting If you'll let TA 
in on it we'll trot out a big bag full 
of Simplex sales helps. We won't steal 
yvoeur thunder bat 


we can offer 


your 


we're pretty sure 
~Uggestion- 


sales, Say 


some sound 


for helping vou 


jac k up 


hen we ll cooperate 


7 
Gee CARSET JACABIT Bdoes the work of more 


than 100 «tee! bit use 








dis- 





Ingersoll-Rand 


Rivers Can't Talk Bus 


cartoon of a “I'll be 


river saying 
Dammed.”) 


If they could, you'd find many a 
ene that will be dammed in ‘50 un- 
der the government's expanded pro- 


and flashflood 


drainage 
And on every 
need fer Simplex 
Watch your construc- 


gram tor 
control projects 
project there's 
french Braces 

tion and newspapers for 
such 


other. 


journals 
awarded 
course, 


names of contractors 


contracts and, of 
involving excavation. Simplex Trench 
Braces made entirely of drop forged 
can do an important job of 
helping prevent costly cave-ins and 
injuries in trench work. Seek out the 
prospects and sales will assume profit- 
operating 


steel, 


able pr your 


statement. 


portions on 


Other items introduce a new cata- 
log. remind the reader of some sales 
points, report on the methods of a 
successful salesman, and describe the 
national advertising—all in one ad! 

It was written by Wictiam Bess, 
copywriter at Glenn, Jordan, Stoetzel, 
Inc., Chicago. 


*&The other one we like a lot goes 
like this 


Distributors! 

Dealers! 

We're buried in Sales . 
need help to dig out! 


A few years ago, we started making 
the finest ornamental iron work skill 
ean produce. Our costs were low and 
not knowing better, we sold direct to 
the building trade and architects. 
FaUe® 4 << 

A fast-talking advertising man said: 

«e some trade papers!” We did, 


and what happened’? We got swamped 
with orders 


Now We're 
We got 


{ll Snafjued 


behind and dent know 


Jacking Up Sales 


% Templeton, Kenly 
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fifteen Years 


Time flies fast in a business which is a pleasure for all concerned, and 
it is hard to realize that this agency has now been in the technical ad- 
vertising business for fifteen years. 

Started as a one-man agency, it is now a partnership of father and son, 
both graduate engineers, each handling his own accounts from the taking 
of photgraphs to the OKing of final bills. 

We hope this announcement will reach our many friends, and we take 
this occasion to restate to all, our creed with regard to technical adver- 


tising: 


Our Creed 


We believe in a balanced program where the expenditures for space, mail 
and printed material are in proper proportion to the amount spent. 

We know that sufficient study will result in a plan or trend of sufficient 
permanence to enable us to develop copy well in advance. 

Technical advertising requires individual professional contact and 
treatment just as much as in surgery or dentistry. 

We insist on advertising “what it does” more than “what it is.” The 
best “ideas” are to be found in the field, and not in the home office. 

We believe advertisements should be pre-tested in order to cull out 
the less productive advertisements before they appear. 

We know that relatively more experience, thought and work are re- 
quired to attain efficiency on accounts spending $50,000 and under than 
are required on the larger accounts. 

We consider that publishers’ representatives are our partners in en- 
deavoring to find the right answers for our clients. 

We think that “genius” in this business is a term applied te those who 
put in a lot of hard work and keep their feet on the ground. 


W. L. TOWNE ADVERTISING 


10 EAST 40th STREET, NEW YORK 16, N. Y. 
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Milk Plant Monthly 


327 South LaSalle Street 


Chicago 4, Illinois 











w Artcraft 


when we'll catch up. We need help! 
If we can get out of the sales end, 
we ll have more time to manufacture 
ud design 


So 
If you're a distributor or dealer 

whe can handle the finest ornamental 

iron work made (nice profit—you'll 

like it) wire, phone or write. There's 

s lot of business all ready to be picked 

off, Plenty advertising help, too 

Written for Arteraft Ornamental 
Iron Co. by Gene Hamerorr and Leo 
McPuerson, copywriters for Byer & 
Bowman, Columbus, O. How did the 
ul do, tellows 

Time and again we've warned that 
the headline must not be better than 
the copy-——or, to say it another way, 
the copy must not let the headline 
down. There’s an unusual illustration 
in the Automotive Gear Works ad and 
1 fine headline, “Why did the expert 
choose these ‘double diamonds’?,” 
but here's the 
lead 


disappointing copy 


\ sparkling pile of precious 
diamonds—every one of them val 
uable. But the expert singled out just 
two pronounced them perfect 
staked a reputation on his decision 
His skilled eve detected the flawless 
transparency. the fiery brilliance that 
set these two apart from all the rest 
the qualities that make them perfect 
diamond: 

It's very much the «ame with gears 
ete. ete 


Revere’s stopper “This Heart Must 
N( YT Reat!” does deliver 

This heart-shaped condenser must 
stand solid as a rock, silemt and un 
moving, if ite tubes are to serve out 
their appointed time 


And we don’t like question head 
nes like “Want to Cut Costs?” (Ex 
iT? teraft told IM that one werk 


ad appeared in Americe 
es were reecived 


oe Oe RR ET: ome 


=> © >0 6 = 


iit 


pte 
ty 





Automotive Gear Works 


Cell-O)}. Of course, the reader wants 
to cut costs. Why waste space asking 
ssinine questions ¢ 

And a neat touch in the pem illed 
note next to a two-column Monsanto 


vl. Note reads 


Mr. Product Designer—Your com 
pany probably doesn't make plant 
caps, but isn’t there an idea in this 
success story applicable to your busi- 
ness? 

Get in touch with Monsanto today 

(round an “island” ad on Goulds 
pumps, the sales manager of Goulds 
Pumps, Inc. has written an editorial 
on “What about Pumps in 1950?” 
Neat stunt. 

Dandy idea of Permutit’s: city in 
side one of those “snow globes” that 
make like a snowstorm when you turn 
them over. “This city,” says the copy, 


“nestled in soft water, enjoys a life of 


Wheat about PUMPS in 1950? 


th Femge | 


GOULDS 


1950 PLEDGE 


| onr Peers 
Ons! Braves reConam 
O65) 2ovteT me 


e98) PROFTS 


Gould Pumps 
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IN THE PROCESS INDUSTRIES 
it pays to meet 
product specifiers 


more than half way ! 








Get your share of sales in 1950-51! 


Process industries specifying teams — technical men who guard their plans and 
processes carefully — invariably are unknown to your sales force. Your share of 
1950-51 sales to the process industries will depend upon selling these “inside” men 


who consult product literature before starting orders in your direction, 

CEC and CMC are “fingered 
for facts by buying and 
specifying teams inside kept within arm's reach of these key process industries men who are responsible for 
process industry plants 


In Reinhold Catalogs your complete product story for 12 full months will be 


allocating in excess of three billion dollars annually for new facilities, for plant 
maintenance, and for development and research 

You can be sure your catalog will be used as a confidential door-opener when 
it is made a part of the 1950-51 Reinhold Catalogs (CEC for Equipment, CMC 
for Materials). Reinhold’s continuing study of the usage of both CEC and CMC 
within the process industries provides conclusive proof that your product catalogs 
will get the first call for factual sales data. 

TIME TO GET GOING! 
1950-51 Chemical Engineering Catalog closes APRIL Ist 
1950-51 Chemical Materials Catalog closes MAY Ist 


CHEMICAL ENGINEERING CATALOG 


CHEMICAL MATERIALS CATALOG 
REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 


CHICAGO* PHILADELPHIA* CLEVELAND? BUFFALO 
FORT WORTH * SAN FRANCISCO * LOS ANGELES + SEATTLE 
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This new 20-page McGraw- 
Hill booklet is designed to 
help you determine the 
answers to 
@ Can I hit my markets with 
business magazines? 
Do they go to the people | 
have to sell? 
Are business magarines 
really read? 
Will advertising in business 
magazines pay off for me? 


yYouR 
McGRAW-HILL 
MAN 


for your copy of “Mechanizing Your 
Soles with Busness Paper Advertniag’” 


McGRAW-HILL 
PUBLICATIONS 


eb. 


Westinghouse 


luxury” because it has “soft water,” 
a source of saving for business and 
housewives and an attraction for new 
industries 

And every layout man should study 
the Westinghouse ad with the head 
line “Why is This Hard to Read?” 
The statement in the circle is hard to 
read because of the two shadows 
which fall across it. like different 
values of Ben Day. The statement is 
Shadows, from an uneven distribu 
tion of light, make classroom study 
difficult for young eyes. Close visual 
work seven hours every day under 
these conditions makes visual crip 
ples.” 

The first of two illustrations in an 
American Blower ad is an air view of 
Houston where “as in other cities, 





(ees Semmes CWTTCR Sette) BERR Gacenens 


buy Blue Streak 


#&Standard Motor Products 


American Blower Air Handling Prod- 

ucts serve commerce, industry and 

public utilities” and American Blow- 

er’s telephone is Preston 6171. Does 

this kill off non-Houston readers? 
“The Hardest Place to Make Good 

Is... at Home,” says Disston. 

Right in Disston plants thousands 

of dozens of files are used annually 
in the regular production of other 
fine Disston tools. 


Is this remarkable? 


A cockeyed house in a Carrier 
ad illustrates “Divided responsibility.” 
Says Carrier: “When you want a good 
air conditioning system, specify a 
Carrier installation throughout.” 

*& Please read this superb piece of 
copy : 


This Dimmer Switch Doesn't Need 
Galoshes 

Down below the floor boards where 
dimmer switches sit, they take fre- 
quent duckings in mud puddles and 
slush. For some switches, this kind of 
exposure is like flirting with the 
angels—bat the Blue Streak dimmer 
switch takes it in stride. 

Sealed clam-tight against water and 
moisture, there isn't much in the way 
of ordinary day-in, day-out service 
that can rattle this fellow. The fact 
is. in a laboratory test, it stood up 
for what amounts to 14 years of con- 
stant service. That's one long useful 
life for a dimmer switch. Naturally, 
this Blue Streak «witch built for such 
hard wear costs a bit more, but it's 
worth a lot more to your reputation 
Call your jobber for a supply the 
next time you order 


Written for Standard Motor Products 
by Marton Kusuner, at Reiss Adver- 
tising. New York. 

Let that set your copy standard for 
1950 - — 


aii | 
—The Copy Chasers 


Vulcan Appoints Allshouse 

Don Allshouse, advertising manager 
for Northern Equipment Co., Erie, Pa., 
since 1928, has been named advertising 
manager for Vulean Soot Blower Corp., 
DuBois, Pa. Both companies are sub- 
sidiaries of Continental Foundry & 
Machine Co. In addition to his new 
post, Mr. Allshouse will retain his po 
sition at Northern 


McGraw-Hill Names Flynn, Garey 

Ralph Flynn has been appointed pub 
lisher of Electrical Wholesaling, and 
W. W. Garey has been named general 
manager of Electrical Wholesaling and 
Electrical Construction & Maintenance, 
McGraw-Hill publications. Mr. Flynn, 
also publisher of Electrical W orldand 
Electrical Construction & Maintenance, 
replaces ) F Rost who asked to be 
relieved of his publishing responsibilities 
but will continue as editor 
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Everybody talks about the weather . . . 
and Donnie Dingbat, the weatherbird! 
Donnie’s daily antics are popular with 
readers of THE PITTSBURGH 
PRESS, so it seemed natural that he 
represent THE PRESS at the 1949 
Allegheny County Fair. 

Thousands in attendance at the fair 
stopped, looked and enjoyed listening 
to the engaging animated figure. When 
THE PRESS offered his services to 
civic groups and schools response was 


immediate and overwhelming ... high 


praise to the creative talent of Gardner 


craftsmen. 


Write for your Free copy of “Here's the Needle 
in Your Haystack" and learn about our versa- 


tile low-cost rental exhibit. 


(eanonen 


A displays 
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PITTSBURGH 

477 Melwood St, Pitteburgh 13, Pa, MAyflower 9443 
NEW YORK 
516 Filth Ave, New York 18, N.Y VAnderbilt 6.262 
CHICAGO 

937 W. Hastings St, Chicago 6, Il, TAytor 9.660 
OeTRorr 

810 Book Tower Bidg., Detroit 26, Mich, WOodword 2-3557 


PAM a NAPE 





February 


Volume 6.4°/, (in Pages) Under 1949 


Industrial 
Product News 
T rade 

Class 


Export 


Grand Tete! 


Year 


Industrial 
Product News 
Trade 

‘ sae 


Faport 


Gread Toto! 


Industriel Group 


Aer Digest 

American Aviation 
mm.) 

American Bullder 

American City 


Advertising Volume 


semi 


American Dyestaff Rep 


American Machinist 
American Printer 
Analytical Chemistry 
Architectural Forum 
Architectural Record 
Automotive Indust 
m 
Aviation Operati 
Aviation Week 


Makers’ Helper 
Redding 

Netter Hoods 
rewers’ Digest 
rick & Clay Record 


Rus Transportation 


Rutane-Propane News 
6%) 


Cannet 
Ceramic Industry 
Chemical & Pngine 
News “ 
Chemical Fngineer! 
Chemical Industries 
Chemical Procesaing 
Civil Engineering 


* 


“ 


to Date 
Volume 7.4°/, (in Pages) Under 1949 


industric!l Group 


Electrical West 

Electrien! World “ 

EFlectropies 

Engineering & Mining Journal 

Engineering News-Record 
(w.) 

Excavating Engineer 

Factory Management 
Maintenance 

Fire Engineering 

I Owner 

I Industries 

I Packer 

I “Ml Processing 

Foundry 


ass 
(ras Age (bi-w 


Heating A Ventilating 
Heating, Piping & Ai 
Conditioning 


lee Cream Review 

Industr A 
(her stry 

Industrial Finishi 


y & Pow 
Printer 


rs 


*122 


DVERTISING volume of 250 busi 
ness papers reporting February 

linage shows a deciine from 1949 pages 
of 6.4%. A total of 25,106 pages were 
carried, down 1,725 pages from Feb 
ruary. 1949 

Totals for the first two months of 
1950 show a loss of 3.964 pages, or 7.4 
with 49,414 pages this year compared 
with 53,378 pages for the same period 
in 1949 

An increase of 11 pages, or 5%. ap 
peared in the February figures of the 
26 Class publications, although the same 
group lost 53 pages, or 1.2%, for cumu- 
lative figures to date 

Product News publications remained 
the seven papers 
dropped one page (figured on a basis 
of nine 1/9th pages) for February, with 


ilmost static 


a gain reported of 2.1 or 9 pages, 
to date this year 
The 53 Trade publications dropped 


334 pages last month, or 5.5%, with a 
lecline of 74%, or 939 pages, to date. 
Sharpest decrease showed up in the 17 
Export papers, off 180 pages for Feb 
ruary, or 15.8%, and 341 pages, or 
13.5 for the first two months of 1950 


Uniess otherwise noted, al! publications 
are monthiles and have standa 
7 x 10 Inch type page 


industrial Group 


Modern Railroads 


National Butter & Cheese 
Journal 

National Petroleum News (w 

National Provisioner (w 

National Safety News 


Ol & Gas Journal (w 
Operating Engineer 
Organic Finishing 


Packaging Parade (9% x 12 

Paper Industry 

Paper Mill News (w 

Paper Trade Journal (w 

Petroleum Engineer 

Petroleum Processing 

Petroieum Refine *16¢ 
Pit & Quarry 95 *100 
Plant Fngineering | 
Plating 51 
Power ¢ 192 
Power Generatior 78 
Practical Builder 91 
Printing Magazine 57 
Product Engineer 

Production Engineering «4 

Management 

Products Finishing (4\4xf 

Progressive Architectu 

Purchasing 


Quick Fr 
Locker Pl 


Railway Age (w 
Railway Engineering A 


Rallway tical & 
Electrical 

Railway Purchases & Stores 

Rail Signaling & 


ations 


I ngineering 


Souther Lumber Journal 
Southern Lumbermar 

Southern Power & Industry st) 
Stee “ “S46 
Supervisior 2 
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Complete circulation control 
...confirmed by manufacturers’ census 


One important reason for the high rate of 
return frrom INDUSTRY AND POWER ad- 
vertising is the econoray to advertisers ef- 
fected by extreme care in distribution. Cost 
of advertising space is directly related to a 
magazine's circulation. The more work 
each copy of a magazine does for you. the 
more your advertising pays. That is why 
only companies that are excellent cus- 


tomers or prospects for the majority of 
products advertised in INDUSTRY AND 
POWER appear on its mailing list. 


Comparison of I & P’s circulation with facts 
now available from the 1947 Federal Census 
of Manufacturers confirm the exceedingly 
close control exercised over I & P’s distri- 


bution. 


REGIONAL DISTRIBUTION OF | & P CIRCULATION 
AND OF MANUFACTURING PLANTS 


Gam Number of Piants Employing Over One Hundred Persons 
GEEBNumber of Plants Receiving Industry & Power 
New England 2692 
2289 
Middle Atiantic 6607 
6018 
South Atiantic 2740 
2323 
East North Central 6783 
6971 
East South Central 1244 
1178 
West North Central 1484 
1833 
West South Central 1055 
1460 
Mountain 265 
432 
Pacific 1678 
1731 


OTHER CRITERIA THAT LOCATE GOOD MARKETS 


There are a few plants with more than a hundred employees 
that do not receive INDUSTRY AND POWER—and some with 
fewer employees who are on | & P's list. The reason for this is 
that several criteria are used in determining I & P's circulation. 
Among these are: employment. credit rating, boiler rating. power 
consumption. and capita! investment. 





Plants which have a relatively large inv 
are the best prospects for advertisers. In certain oes of ses 
which tend to concentrate in ceriain sections of the country 


DISTRIBUTION OF INDUSTRY AND POWER 
BY TYPES OF INDUSTRY 
GE Number of Piants Employing Over One Hundred Perseoas 
gums Number of Plants Receiving Industry and Power 

Processing & Process 3256 
industries 4932 
Metals and Metal- 5627 
Working 7146 
Textile Manufacturers 4784 
2074 
Food Products 3110 
3632 
Electrical 1458 
Manufacturers 1696 
Woodworking 1942 
1860 
Transport Industries 868 
716 
Building Materials 936 
1100 
Specialties 3235 
Manufacturers 1079 





CIRCULATION TO NON-MANUFACTURING 
ESTABLISHMENTS 

Public Utilities 
Mines T6é 
Buildings 4322 
Service Industries 
Wanufacturers’ Salesmen 604 
Engineers and Architects 
Misc. Power Plants, Librories, etc. 466 














the amount of handwork is large. In other industries, the opp 

is true. Where there are signifi t diff between I 6 P 
circulation and the number of plants employing over one hundred 
persons, analysis of regions and types of industries reveals one 
or the other of these conditions. 





For example, in the southeast, there is a heavy concentration of 
textile plants. This plant classification includes manufacturers 
of finished garments-- which require o large amount of handwork. 
In the process industries, the opposite is true—plants using a 
t of power and equipment may employ less 
than one e hundred persons. These variations further serve to 
indicate the individual care employed in selecting plants to 
receive I & P. 


INDUSTRY AND 





ST. JOSEPH, MICHIGAN. 


Slightly less than one-third of INDUSTRY AND POWER'S total 
circulation is non-manulfacturing establishments. Each classifica- 
tion receiving a significant part of the circulation is a valuable 
group for our advertisers to reach. Here, too, specific criteria 
are individually applied to blish the value of each company 
on the list as a prospective buyer for the products of I & P's ad. 
vertisers. 


In short, you can be assured that every dollar you invest in 
INDUSTRY AND POWER advertising will do «a maximum job for 
you. Complete information on I & P's verified readership and 
completely controlled circulation is yours for the asking. 





Read by Executives and Engineers in America’s 35,132 Finest Industrial Plants 
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“Haven't We Forgotten 
Something Important?” 


If your advertising and sales pro- 
motion budget does not include 
an appropriation for a catalog 
it is incomplete. A good catalog 
is a basic selling tool. Nothing 
has ever been invented that 
takes its place 

Is there a sound reason for 
delaying the publication of your 
catalog? Too many product 
changes’? Lines not complete? 
Frequent price changes? You'll 
miss many profitable sales if you 
wait for “conditions to change.” 


A LOOSE-LEAF CATALOG 

1S THE ANSWER 
The loose-leaf method of cata- 
loging enables you to print 
“pages instead of complete 
books. Because pages may be 
added or removed quickly and 
easily, your catalog can be kept 
current at small cost and with 
very little trouble. Your custom- 
ers will reward you with orders 
when ou give them a catalog 
they can use 


HEINN LOOSE-LEAF COVERS 
SERVE FOR YEARS 

Heinn originated the loose-leaf 
system of cat ting to elim 
nate the very objections you 
may have about getting out your 
catalog “at this time You CAN 
have your cata 
extra sales asting 
time and mone o eaf 
pages, indexes and He 
Let Heinn show you how 
done. Write Heinn Co., 326 


W. Florida St waukee 4, Wis 


Industrie! Group 


Telephone Fngineer 
Telephony 
Textile Industries 
fextin Wor.d 
Timberman 
& Die Journal 
Engines 
World (w 


Sewage Works 

rks Pngineering 

Engineer 

mnnper and Packer 
nstruction News 
dustry 
er 


m@ Digest 


Product News Group 1950 
id 


1949 


Volume figures for product news informa 
tion publications listed below are reported 


in 1/9 page units (approximately 3% 
not in standard 7x10" pages 


Electrical Equipment 


Industrial Equipment News 
Industrial Maintenance 


New Equipment Digest 
Plastics World 


Product Design & 
ment 


Develop 


Transportation Supply News 


Divided by 9 
Trede Group 


Air Conditioning & Kefrigera 
tlon News (w (Toute 

American Artisan 

American Druggist 

American Lumberman & 
Bullding Products Mer 
chandiser bi-w 


t & Shoe Recorder 
™m 


Huliding Supply Ne 
\ar 


ns 
litions 
chandise 

Stor Faditions 
tit 


. 


189 


Trede Group 


(eazette 


National Bottlers 


Office Appliances 
Photographic Trade News 
Plumbing & Heating Business 
Plumbing & Heating Journal 
Piumbing & Heating Whotk 
saler 
Poultry Supply Dealer 
Progressive Grocer in 


Sheet Metal Worker 
Southern Automotive Journal 
Southern Hardware 

Sporting Goods Dealer 
Sports Age 

Super Market Merchandising 


Variety Merchandiser 
(4% x= 6%) 


Weed Construction A 
Huiliding Materialist 


Total 


Cless Group 


Advertising Age 

(10% x= 14) 
American Funeral Director 
American Hairdresser 
American Kestaurant 


Banking (7 x 10-3/16) 


Chain Store Age 
Fountain Restaurant Com 
binations 
Cleaning & Laundry World 


Dental Survey 
Fountain Service 


Hospital Management 

Hotel Management 

Hotel Monthly 

Hote! World-Review 
(9% x 14) 


Industrial Marketing 


Journal of the American 
Medical Association (w 


Laundry Age 
Medical Economics (44 x 
6%) 


. 

Modern Beauty Shop 

Modern Medicine (semi-m 
(4% x 6%) 

Nation's Scho 


Oral Hygiene 
7-3/16 


Restaurant Management 


Scholastic Coach 
School Executive Sch 
Equipment News 
Set Management 

1 


Export Group 


\merican Aut 
overseas edit 
American Exp 


barmaceutic 


Hacienda (tw 
El Hospita 


Ingenieria Inter 
Construccion 

Ingeneria Inte 
Industria 


McGraw-Hill Digest 28 
Petroleo Interamerican 48 
Pharmacy International 17 
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1950 
Po 
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6,093 


1949 
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AN EXAMPLE OF HOW SPI ee 


helps you cash-in 


on the growing industrial might 


of the South and Southwest: 


SOUTHEAN POWER BD) aca nsx the complete feral ines of SPY be mado wp 


| direct on-the-job solutions of current maintenance problems 
AND INDUSTRY HH described by engineers and executives from actual experience. 
, Always of prime interest to SP/'’s 16,000 subscribers, the 1950 
issue will be of major importance. Equipment and supplies are 
not yet adequate to meet the demands of fast expanding Southern 
industry. Maintenance subjects rate top readership. 


May MAINTENANCE issue 


Tus INTELLIGENT, helpful handling of problems common to the 
industrial, utility and large service plants of the 19-state South 
and Southwest is typical of SP/’s month after month service to 
this market. 


And that is why a large proportion of your best prospects in 
the South and Southwest read only SP/. It is the one industrial 


WILL FEATURE articles om preventive maintenance, and power publication edited expressly in their interest. 

repair procedures, written by leading Southern plant 

maintenance men. Subject matter te include: electrical; As such, SP/ is your logical medium for cultivating this 

power transmission and materials handling; piping. il P . b k al ° 

waives, etc.; boilers and auxiliaries; power generation rapidly growing region; your best market for sales CXPEnsion. 

and use; plant tools, and many other subjects. : 
Schedule adequate space for the May Maintenance Issue; 


Pian now for a dominant selling follow through monthly. Reach, influence and sell the operating 
executives and engineers in more than 10,000 industrial, utility 


message la this long oy 4 and large service plants throughout the South and Southwest. 
Forms close April 7 


SOUTHERN POWER and INDUSTRY 


806 Peachtree St., N. E., Atlanta 5, Ga. 


TEXTILE INDUSTRIES © SOUTHERN POWER & INDUSTRY © SOUTHERN AUTOMOTIVE JOURNAL © ELECTRICAL SOUTH © 
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CONSUMED 
BY 
ALL OTHER 








TEXTILE BULLETIN serves the 


great Southern Spinning and 


Weaving Division of the textile 
industry. It is the 
tion in the held |t 
; 


hest 


kets, and allows advertisers 


sell directly and specifically 


LEADS IN COVERAGE 


OF THE GREAT SOUTHERN SPINNING 
AND WEAVING INDUSTRY 


manutfacturersand process 
yoerns and woven ftabrics 


out wasting «a lot of cir 
*You can reach the entire Textile 


Industry by advertising in Textile 
TEXTILE BULLETIN rea Bulletin and The Knitter (serving 
w mill the Knitting Division). Combina- 
tion rates are available, and 1 plate 
suffices ‘or both publications. 


esser and irrevelent markets * 


tton, rayon and 


having 79 


other 5 
"om plete 


never CLARK PUBLISHING CO 


TTE, N 


HARL 


/ THE KNITTER 


Mesulect 


Reach them all in the magarine 
with the lergest ovdited en- 
gineering circulation in the 
feld PUBLIC WORKS 


Prariic Works 


308 East 45th Street 
Wew York 17, 4.¥. 


rats 

, } Engineers 

‘> Engineers 
Water 


>| Consulting 
++ Engineers 


Export Group 


Revista Aerea Latin 
americana 
Revista Kotaria 


Spanish Oral Hygiene 
(4-5/16 «x 1/16) 


Textiles Panamericanos 


Total 


SIncludes a special issue 


“Includes classified advertising 


Does not include advertising in spec 
Western section, 
x 10 units, sold as pages 
Estimated 
February, 1950 figures include a Directory 
as one of 12 regular issues, while Febru- 
ary, 1949 figures show the Directory as a 
separate issue 
Formerly Works Engineering 
NOTE: The above figures must not be quoted 
r reproduced without permission 
Year-end advertising totals BETTER 
ROADS were incorrectly r rte ws 6400 
pages for 1949, 375 pages f Correct 
pages for 94g 400 pages 


Se wage 


Year-end advertising totals for DENTAL 
SURVEY were incorrectly reported as 1,356 
pages in 1949. This should have been 1,546 
pages 

January advertising v 
MANAGEMENT was incorrectly listed as 95 
pages for 1950; 90 pages for 1:49 This 
should have been 86 puges for Jan., 1950, 
83 pages for Jan., 19419. 

Incorrect figures were 
ary advertising volume of 
PROCESSING and NATIONAI 
NEWS. Correct figures should be—Petrole 
um Processing: 40 pages for Jan. 1950; 
53 pages for Jan., 1949. National Petroleum 
News: 99 for Jan. 1950; 89 for Jan., 1949 

Incorrect advertising volume was listed 
for RESTAURANT MANAGEMENT of 83 
pages for Jan., 1950; 66 pages for Jan., 1949 
Correct figures are: 55 pages for Jan., 1950; 
“4 for Jan., 1949 


lume for HOTEI 


reported for Janu- 
PETROLEUM 
PETROLEUM 


Few Exporters Use Films, 
McGraw-Hill Study Shows 


New Yorx—While the industrial film 
is accepted as an effective sales tool in 
the United States only a few companies 
in this cofintry use films extensively in 
the foreign field, according to a survey 
by Ingenieria Internacional Industria 
and Ingenieria Internacional Construc- 
cion, published by McGraw-Hill Inter- 
national Corp 

But 76% of companies covered by the 
survey have films in production, 
are contemplating the preparation of 
new films, or are adapting domestic 
films for foreign market promotion. 

The that’ American 
companies usually supply films to for- 
request. In 


new 


survey showed 


eign upon 
46% of the companies, films are sup- 
plied at actual cost of the print. In 
other companies the 


representatives 


almost as many 
film is provided to distributors at a re- 
rate half of the 
cost. Rarely is the film supplied gratuit- 


duced usually about 
ously 

Of the 166 companies replying to the 
300 «questionnaires sent to manufac 
turers of construction and heavy indus- 
trial equipment, 82 replied that they 


had films available for showing abroad 
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CHEMICAL & ENGINEERING NEWS 


The only weekly newsmagazine 
serving the chemical 

and process 

industries. 


technical society in the world, 
The American Chemical Society, is 


21 Chemical 
and 
Process Industries 


Alcoholic Beverages 
Cement, Lime, Rock 
Chemicals 

Coke, Gas 

Equipment 
Explosives 

Fertilizers 

Food 

Glass & Refractories 
Leather-Linoleum, Oilcloth 
Metallurgical 

Oils, Fats, Soaps 
Paint, Varnish & Inks 
Paper, Pulp 
Petroleum 
Pharmaceuticals 
Plastics 

Rubber 

Storage & Dry Batteries 
Sugar 

Textiles 
Miscellaneous 
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the chemical and process 
industries. 


Chemical & Engineering News blankets this market by reaching twice as many 
readers as any other publication im the field. \c reports current developments, 
on-the-spot happenings of technical advances, tunely news of the chemical 


and process industries, AND CARRIES THESE REGULAR FEATURES 


New Processes 

The Week's Price Changes 
Necrolo 

News-Makers 

Chemical Market Prices 
News-Scripts 

Process Industries’ Outlook 
Safety Forum 

Wall Street of Chemistry 
World Wide Chemistry 


Beyond the Flyleaf 
Potomac Postscripts The Secretary's Office 
Briefs Letters to the Editor 
The Chemical World This Week Containers & Transportation 
University News Materials Handling 
Research Progress C&EN Pictorial Presentation 
News Briefs New Equipment 
ACS News industrial Literature 
Meetings and Programs New Chemicals & Specialties 
Behind the Markets Product Notes 


Concentrates 


C&E News reporting comes by wire service from five ACS editorial offices 
Washington, New York, Chicago, Houston, San Francisco—to serve 72,165 
subscribers, according to the most recent certified circulation statement 


The Buyers and Specifers of Tomorrow. 10,000 chemistry and engineering 
students will graduate in June co become of increasing importance in sales to 
the chemical and process industries. C&ENews builds furure acceptance for 
advertisers’ products and services through senior student subscriptions in 
accredited universities, colleges and technical schools ...a positive factor de- 
manded by most manufacturers serving this market. Valwe plus! 


Edited for: Officials * Works Executives + Engineers + Research 
Directors * Chemists * Consultants * Foremen & Supervisors 


—the 7-Group Buying and Specifying Team 


CHEMICAL & ENGINEERING NEWS 


NEWSMAGAZINE OF THE CHEMICAL WORLD 
THE AMERICAN CHEMICAL SOCIETY 
REINHOLD PUBLISHING CORPORATION 


New T - N 


NGELE 


1950 








HERE IS YOUR 
CERAMIC MARKET 
COVERAGE! 


C. B. (Ceramic Bulletin) goes 
to executives and technolo- 
gists in each of the follow- 
ing fields: 


¥ GLASS: Plants manufacturing 
Optical Glass, Container Glass, 
Sheet Glass, Tableware, Fibre 
Glass. 


¥ WHITE WARES: Piants 


manufacturing Earthen Ware, Stone 
Ware, Dental Porcelain, Tableware, 
Tile. 


¥ REFRACTORIES: Piants 


manufacturing Crucibles, Fire Brick, 
Insulating Fire Brick, Special Bodies, 
Silica Brick, Basic Brick. 


¥ STRUCTURAL CLAY 
PRODUCTS: Plants manufac- 
turing Drain Tile, Brick, Building 
Tile, Sewer Pipe. 


¥ PORCELAIN ENAMELS: 
Plants manufacturing Sheet Steel 
Enamel, Cast lron Enamel, Art 
Ware. 


¥ ABRASIVES: Plants manu- 
facturing Wheels, Grit. 


¥ MATERIAL AND EQUIP. 
MENT: Readers of C. 8B. are in- 
terested in all forms of ceramic ma- 
terials and equipment. 


¥ DESIGN: Leading artists and 
designers of ceramic products read 
C. B. for a knowledge of ceramic 
material and mfg. methods. 


¥ EDUCATIONAL: c. 8. is 
specified as text-book material in 
universities and is recognized as 
“required reading.” 


¥ CEMENTS: Plants manufac- 


turing Special Purpose Cement, 
High Aluminum Cement, Portland 
Cement. 


¥ CIRCULATION: 5097. 


Ceramic Bulletin 
oerT. ce 
2525 NW. HIGH ST.. COLUMBUS 2, OHIO 
THE AMERICAN CERAMIC SOCIETY 
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Steel Warehousing 


(Continued from Page 41) 


plies we carry in stock. The stock list, 
which might be called the Montgomery 
Ward catalog of the metal-using trade, 
is sent to customers and prospective 
customers, as well as to engineers and 
architects. More than 100,000 copies 
are printed and distributed annually. 

We number among our customers 
such businesses as hotels, small sheet 
metal shops, office buildings and hos- 
pitals. In some cases, office buildings 
and institutions have maintenance ma- 
chine shops for which steel or other 
supplies are purchased. However, the 
existence of shop facilities is not a 
necessary precedent to an order. A 
hospital recently purchased a kick 
plate for a door and a steel beam for a 
partition, which we cut to size for use. 

We also have very large customers 
who are also mill buyers. These cus- 
tomers call on us for emergency re 
quirements or for small maintenance 
needs in quantifies too small to be 
purchased from the mills. 

Nobody knows just how many ware- 
house customers there are in the 
United States. But we intend to find 
out—at least for the territories served 
by our 14 warehouses. We are con- 
ducting a canvass to ascertain every 
consumer of steel and other metals and 
equipment from warehouses. 

The information sought boils down 
to a product-by-product listing of each 
consumer's probable needs. These data 
are being summarized in a series of 
colored maps and charts which show 
consumer requirements by product, by 
trade group and by salesman’s ter- 
ritory 

Many small warehouse customers 
eventually become big mill customers. 
\ large washing machine manufa 
turer started business by buying a few 
sheets and angles from a warehouse 
and hammering them into a model ma- 
chine in the basement of his home. A 
successful steel fabricating company 
began business making boiler repairs 
in a small shop. A large manufacturer 
of stainless steel sterilizing and cook- 
ing kettles started out as a very small 
consumer of stainless steel purchased 
from warehouse. 

We make it our business to get a 
quainted with these small new enter- 
prises. If the owner is honest, has a 
good business record, and works hard 
himself, we try in every way possible 
to help him to succeed. One way is the 
extension of credit. We are aware that 


many good businesses have gotten 
started because warehouses have been 
willing to give them credit on some 
steel. Since purchases by these new 
enterprises are small, the risk is not 
concentrated as it would be with large 
mill orders. And assumption of the 
risk, when conditions in our judgment 
warrant it, is worthwhile in the results 
that follow. 

Perhaps our business is a little more 
informal and personal than mill busi- 
ness. We get intimately acquainted 
with the problems and troubles of 
many small companies and we do our 
best to assist in their solution. 

If the customer has a fabricating 
problem in connection with a new 
product he wants to manufacture, he 
may call on the warehouse for the ad- 
vice of a metallurgical engineer in 
handling the steels that will be re- 
quired. Our own metallurgical di- 
vision also is ready to give assistance 
to the customer after the steel is de- 
livered if he encounters technical 
problems during manufacturing op- 
erations. 

Although 5,800,000 tons or 17.2% 
of total steel production were sold 
through warehouses in the first half of 
1949, this percentage varies greatly for 
different types of rolled steel. For in- 
stance, virtually all rails are sold di- 
rect from the mills to the railroads. 
We carry a few rails, but only because 
they are occasionally used for other 
than transportation purposes, such as 
for building a bed for a heavy ma- 
chine. 

Similarly only a tenth of 1% of the 
production of wheels and axles is sold 
by warehouses, and the figures for tin 
plate is about 2%. 

On the other hand, we handle a lot 
of the following products for which 
the percentages moving through ware- 
house are sizeable: 


er 


Structural shapes —— 


Cold-finished bars 


Hot-rolled carbon bars . ; .. 15% 
Hot-rolled sheets AS 
Cold-rolled sheets 


Our stocks are not confined to steel. 
During the period when allocations 
prevented us from obtaining enough 
galvanized sheet steel to satisfy cus- 
tomers’ requirements, we added alu- 
minum to our line. Originally used as 
a substitute, aluminum has won prefer- 
ence for certain purposes. 

We also carry tools, supplies and 


machinery for boilermakers, tank 
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This 
is the workmagazine ~ 





of the Chemical 
& Process Industries 


1 & EC furnishes 

the work-material for 
the Chemical & 
Process Industries’ 


Chemists & Engineers 


Alcoholic Beverages 
Cement, Lime, Rock 
Chemicals 

Coke, Gas 
Equipment 
Explosives 

Fertilizers 

Food 

Glass & Refractories 
Leather-Linoleum, Oilcloth 
Metallurgical 

Oils, Fats, Soaps 
Paint, Varnish & Inks 
Paper, Pulp 
Petroleum 
Pharmaceuticals 
Plastics 

Rubber 

Storage & Dry Batteries 
Sugar 

Textiles 
Miscellaneous 
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1 & EC’S EDITORIAL CONTENT IS YOUR 
ASSURANCE OF ITS ADVERTISING VALUE 
Over 200 fact-packed editorial pages every month — original application dats 
that plant chemists and engineers must have to solve their development and 
production problems. 
Because it is the foremost magazine source for 
original material, Industrial & Engineering 
Chemistry delivers a balanced circulation of the 
“hard-to-reach” technical men who make up the 
7-group buying and specifying teams within the 
21 chemical and process industries. 


Only I & EC—no other magazine in its field — offers its readers so much 
needed original application data. This is why no other publication serving 
the process industries bas such a high yearly subscription renewal rate — 
80.1% of 33,902. No 2 or 3-year subscriptions—no premiums! Every sub- 
seriber bas to pay bard cash every year. 

Only I & EC—no other monthly publication in its field — offers you such 
a balanced circulation of: Officials * Works Executives * Engineers * Research 
Directors * Chemists * Consultants * Foremen and Supervisors -- the 7-Group 
Buying and Specifying Team responsible for developing, changing and 
operating the processes in a multi-billion dollar market. 


In I & EC you put your product data before a balanced fact-secking audience, 
highly receptive to your sales message. 


INDUSTRIAL & ENGINEERING CHEMISTRY 


Key to original applications 


published by: THE AMERICAN CHEMICAL SOCIETY 
Advertising Management; REINHOLD PUBLISHING CORP 


330 West 42nd Street, New York 18, N. Y 


* FORT WORTH AN FRANCIS ANGELE 








Safety 

Maintenance 
is a Function 
of Preventive 


Maintenance 


INDUSTRIAL MAINTENANCE 
completely covers the 
Maintenance Market! 

If you make a safety item, there is no better or 
more economical way to sell it than to bring it 
to the attention of the thousands of men respon- 
sible for safety measures in plants in every field 
of industry—part of the 


80,000 readers of 
INDUSTRIAL MAINTENANCE! 


Write for new rate card and copy of C.C.A. Audit 
Report. Comparison proves INDUSTRIAL 
MAINTENANCE offers more circulation than 
any competitive paper at lowest cost per 1000 
readers. 


INDUSTRIAL MAINTENANCE 
3623-27 Filbert Street 


PHILADELPHIA 4, PA. 


Extinguishers Safety Signs Ladder Shoes 








For Authoritative “Facts on 
84 INDUSTRIAL AND BUSINESS MARKETS 


and detailed media presentations of over 
200 PUBLICATIONS 
see your copy of the new 1950 edition, 


MARKET DATA NUMBER 
INDUSTRIAL MARKETING 


builders, sheet metal shops and weld- 
ing shops. 

In addition to our warehouse busi- 
ness we conduct a concrete reinforcing 
bar division in plants at Chicago, St. 
Paul, Cleveland, Pittsburgh, Boston. 

At those locations we have al- 
ligator shears, bar shears and bending 
machines which cut and bend the re- 
inforcing bars to meet the specifica- 
tions for buildings, dams, roads, 
bridges and other reinforced concrete 
jobs. Our concrete bar division helps 
diversify our business. The division 
is a cushion when regular warehouse 
business falls off and public works 
projects increase. 

Our regular warehouse business also 
requires the use of machinery. The 
steel that we receive from the mills 
comes to us in stock lengths and must 
be cut to the lengths, widths and 
gauges ordered by the trade. We lit- 
erally give a customer the quantity he 
wants, the size he wants, the shape he 
wants, when he wants it. 

The work we do for the customer 
includes a wide variety of operations. 
We may, for example, be called upon 
to cut steel bars into l-inch slugs, or 
we may be asked to flame-cut steel 
plates into intricate shapes. 

Our warehouse equipment includes 
plate shears, sheet shears, bar and 
angle shears, high-speed friction saws, 
hack saws, nibblers, abrasive cut-off 
machines, slow-speed tooth-equipped 
blade saws and oxy-acetylene flame 
cutters 

The investment of the adequately 
stocked warehouse in such equipment 
is considerable. A one-inch plate shear, 
for example, costs about $35,000 in 
stalled and a friction saw for cutting 
heavy structural shapes costs more 
than $45,000 installed. 

The design and floor lay-out of 
warehouses for maximum efficiency is 
another important subject about which 
much could be written. Our company 
believes that its two newest warehouses 
in St. Louis and Cleveland incorpor 
ate the features of an ideal warehouse. 

In the Cleveland plant, largest of the 
two, the features include four parallel 
95-foot aisles and a transverse 56-foot 
aisle each served by a ten-ton over 
head traveling crane for loading 

In brief, this is the picture of the 
steel warehouse distributor. Compe- 
tition in the business is severe. But 
we who are in it feel that our work is 
challenging and useful in getting small 
shipments of steel to a vast number of 
customers economically and swiftly. 
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Castings are used in 90% of all 
durable goods manufactured...from 
cars © to plumbing goods... 
from toys == to locomotives. “sie 


On top of its size, the foundry 
market 5&3 is active because of a 
concentrated effort to improve operating 
efficiency, eliminate waste, | ] and pro- 
duce better castings at lower cost. fic 


lf you have what it takes Ss to 
help foundrymen attain those objectives, 
we'll show you where to get more action 
for your advertising dollars. 


THE FOUNDRY will carry your sales messages throughout the 

foundries operating 92% of the industry's melting capacity. It is read by 
35,000 foundrymen in every department where the buying decisions are made. 
To help you determine your sales potential in this active market, send for 

the complete file on “FOUNDRY MARKET FACTS.” 


A PENTON PUBLICATION 
PENTON BUILDING, CLEVELAND 13, OHIO 


INDUSTRIAL MARKETING, March, 1950 








Census 
(Continued from Page 5) 


is reassuring. The 1947 census shows 
that manufacturers spent $6,003,873 
000 for this purpose, compared with : 16 SOUTHERN STATES 
$1,338,000,000 in 1939 | / 

Put another way, they invested Value added by manufacture, 
9.42% of value added by manufacture 4 1947- $12,836,191,000 
in 1939 and 8.07% in 1947. The fig 1939- ¢ 3,886,035.000 


ures given are 10 or 15° below a 











tual expenditures, as a certain num 
ber of manufacturers invariably fail 
to provide this information. For 1948, 
it is estimated that $8,340,000,000 


was spent for new plant, equipment 





Table 2 (Page 34) shows the final 
figures from the 1947 Census of 
Manufactures by major industry 








groups 

In 1939, more than twice as much 
was spent for new mac hinery and op 
erating equipment as for new plant a bigger share of a larger pie. On the reveals some rather startling varia- 
In 1947, new equipment accounted for average, Southern workers produced tions in value added by manufacture 
the major share of expenditures, but slightly less than the country as a per wage earner in major industry 
new plant took a relatively larger whole, though the West South Central —_ groups. The average ranged from $4,- 
amount than in 1939 region was an exception. 398 for production workers in leather 

While the country as a whole has The Pacific Coast made noteworthy and leather products to $11,882 for 
expanded the scope of its manufactur gains (from $1,546,957,000 in 1939 petroleum and coal products. Near the 
ing operations amazingly, progress to $5.544.034.000 in 1947). but the 
has been far from uniform. Table 3 East North Central and Middle At- Table 4: Value added per pro- 
(Page 35) gives a state and regional lantic regions still account for just duction worker by regions 
comparison for the last two census under three-fifths of the country’s (1947) 
years manufacturing ($44,264,189,000 or 

The three regions embracing the 16 59.47% Value yor per worker New England $5,458 

e S : Middle Atlantic 6,405 

Southern states accounted for 17.25% was higher on the Pacific Coast (see E. North Central 6.584 
of the value added by manufacture in Table No. 4) than in any other region, W. North Central 6,478 
South Atlantic 5,157 


ox OA? 819 2 E. South Central 5,°98 
1939. Its 1947 figure was $12,836 industries there. possibly because com- W. South Central 6.638 


1O1T.000 compared with $3.886.035 petition for jobs is keer Mountain 7.222 
000 in 1939. In other words, it carved The 1947 Census of Manufactures Pacific 7.433 





1947, compared with only 15.74% in possibly because of the nature of the 


Table 5: Final Summary, 1947 Census of Manufactures 





No. of All Production Value added Aver- 
Est Employes workers by manufacture age per 
(009) worker 


All industries, total 240,881 14,294,304 11,916,188 $74,425,825 $6,246 


Industry Groups 
Food and kindred products 39.933 441.847 1,099,478 9,024,912 8 208 
Tobacco manufactures 1,086 111,782 103.289 641.356 6,209 
Textile mill products 8.185 233,431 1,147,194 5.340 876 4.656 
Apparel & related products 30,960 081.844 72.897 143,373 4,557 
Lumber and products (except furniture) 26,231 635,708 596,118 497,192 4,189 
Furniture and fixtures 7,687 322 384 282.780 377,908 4,873 
Paper and allied products 4,103 449 833 388,901 874,958 7,393 
Printing and publishing industries 28.986 715.459 438.135 269.416 9.745 
Chemicals and allied products 10,073 632.319 466.458 365.201 11,502 
Petroleum and coal products 1,387 212,003 169,610 ,307 11,882 
Ru ber products 875 259,092 214 533 302 6,073 
Leather and leather products 5.308 383 348.529 : 0: 4,398 
Stone, clay. and glass products 11,65 462 495755 : ) 5.684 
Primary metal industries 1,157 010,055 5.43 5798 
Fabricated metal products 971 822 514 21 5.983 
Machinery (except electrical) 17,90 1,545,323 244,135 2.455 6.279 
Electrical machinery 3.973 81 639.147 ‘ 6,093 
Transportation equipment 37) 1.181,6! 987,142 5 5.946 
Instruments and related products 25 231.9 181 939 "80 33 5,938 
Miscellaneous manufactures 397,579 2,090, 5,257 
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18,025* Radio, Electronic and 


Television Engineers understand 


the full impact and “ahead-of-date- 


ness” of the quiet, factual— 


“PROCEEDINGS of the LR.E.” 


They shared! In May 1912 when the Wireless Insti- 
tute of New York City and the Society of Wireless 
Telegraph Engineers of Boston joined together to 
form the Institute of Radio Engineers, the founders 
and members demonstrated a principle strikingly 
associated with engineers and scientists—they shared! 
Shared assets and responsibilities, claims to future 


greatness. Shared their researches and discoveries. 


For in 1913 members freely contributed the prod- 
uct of their brains and toil to each other as papers 
in the PROCEEDINGS of the INSTITUTE OF RADIO 
ENGINEERS. For three years they published their 
journal quarterly, then came ten volumes of six num- 
bers each, and since 1926 the PROCEEDINGS has 
been issued monthly—that all engineers might know 
what the gifted had discovered; that all could gain 


in this science of radio-and-electronics. 


iccuracy is an engineering tradition. From the start, 
these men who established radio technology as true 
engineers, strove to maintain the highest standards 
of accuracy in their PROCEEDINGS. Methods of 
painstaking analysis and impartial selection of papers 
by editorial boards were developed and perfected. 
Contributions were, and are, rewritten, clarified and 
perfected to meet a high standard that these engineers 
freely impose on themselves. Radio engineers agreed 
that accuracy was more important than speed—for 
countless time could be wasted by an incomplete 


formula, or an incomplete or incorrect statement of 


* Association subscriptions ABC 


facts. Thus editorial boards, papers committees, con- 
tributors, and in a measure the readers themselves, 
willingly cooperated to make authoritative the PRO- 
CEEDINGS of the LR.E. 
Devotion-unstinting is required if a periodical is truly 
to be issued by engineers, for engineers! Money could 
not buy the time and labor which makes the PRO- 
CEEDINGS possible. Editor, Board of Editors, 
Papers Committees, one hundred and sixty-seven men 
contribute their services to procure, select, verify, and 
edit the articles which make the PROCEEDINGS the 
desk manual of radio engineers, the textbook, month 
by month of a growing electronics science. 306 differ- 
ent authors contributed their best to the 1949 volume 
1496 pages of text equivalent on a word count basis 
to 2992 pages of standard text book. The debt of our 
industry to authors and editors is beyond measure. 
Dr. Alfred N. Goldsmith, one of the IRE founders, 
has given over thirty-eight years of service and ex- 
perience to the task—a pattern of devotion worth 


thoughtful appreciation. 


Progress? That is another word for PROCEEDINGS. 
Research that it publishes today is years ahead of 
the times, and builds, naturally, the progress of our 
industry. The engineer requires no bugle blast to an- 
nounce a paper of pure discovery. The wise* under- 
stand the full impact and “ahead-of-dateness” of the 


quiet, factual PROCEEDINGS OF THE LR.E. 


Publishers Statement Dec. 31, 1949 


THE INSTITUTE OF RADIO ENGINEERS 


Estot 





TO SELL THE 


INDUSTRY 
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A Balanced Promotion Package 
“Proceedings of the .R.E.” The IRE Yearhook 
The Radio Engineering Show 
RADIO Wigs «303 WEST 42nd STREET, NEW YORK 18, WN, Y. 

Circle 6-6357 








IF YOU sell engineering mate- 
rials, parts or finishes used in 
product manufacture, or equip 
ment for changing or improving 
the properties of materials, you 


can cut sales costs by using 


the direct approach to 17,000 
materials engineering men who 


regularly read M & M because 


is the only business publication 
which deals exclusively with the 
materials problems of product 
design and manufacture. It is the 
only materials engineering 
magazine serving the product 


manufacturing industries. 


editorial program includes:— 


A REINHOLD PUBLICATION 


We 44 














10"9 2049 50-99 
249g 
NUMBER OF EMPLOYEES 











2s0 OVERALL 
499 999 2499 SOvER — | 


AVERAGE value added per worker by size of plant is shown in relation to num- 
ber of employes. High points of more than $5,500 occur in 1-4 employe group and 
1,000 to 2,499 group. 


top were chemicals and allied prod 
ucts, $11,502; printing and publish- 
ing, $9,745, and food and kindred 
products, $8,223. The national aver 
age was $6,246. 

The 1939 average for all industries 
was $3,136, which seems to denote 
increased efficiency all along the line, 
even if allowance is made for a liberal 
amount of inflation. 

The new census also sheds light on 
the relative efficiency of plants with 
varying numbers of employes. str ange 
1s it seems, organizations with the 
minimum number, 1 to 4 employes, 
added $5,625 per employe by manu 
facture, compared with a national 
nverage of $5,207 (see chart). Great 
est efficiency was next reached among 
plants with 1,000 to 2,499 empl yes 
Almost as produc tive were those with 
250 to 499 emploves and those with 
1K) to 999. The largest plants in the 


country—those with 2,590 and over 
fared badly in this comparison: as 
\ alu added per employe was only 
85.047 


Summing up it i evident that in 


1947 


[ : SS) 
$6.246 $3.136 
AVERAGE value added per produc 
tion worker has gone up from $2,136 
in 1939 to $6,246 in 1949 


digit code numbers 


dustry is no longer waiting for the 
creation of a favorable climate for its 
vast and intricate operations. It is 
providing its own air conditioning, in 
the form of an endless flood of new 
and old products which constitutes 
a guarantee of high prosperity and a 
gigantic market for those with goods 
or services which can accelerate the 
throb of men and machines at work 


The follow wg letter to the editor of- 
fers a timely warning to business ex- 
ecutives as they interpret the 1947 Cen- 
sus of Manufactures.—Ep. | 


Cross Checks Helpful If 

You Work with Census Figures 
lo Tue Epiror 

am passing on to you regarding the 1947 


The information I 


Census of Manufactures may be of real 
value to many of your readers 

The fact that this is the first indus- 
trial census since 1939 will influence 
many manufacturers to refer to the ma- 
terial contained therein just as | am 
Much of the 


provided by this census will provide 


now doing information 
valuable help in advertising, sales and 
distribution planning 

However. all users of this material 
and to 
take into consideration the following. 


should be warned to watch f 


I will give but one of many examples. 
In State Pamphlet No. MC104 which 
provides data for California, you will 
find in Table 4, page 7 under Trans- 
portation Equipment (No. 37) eight 
specific industries listed with their four- 
Among them are 
Aircraft Engines (3722) and Aircraft 
No mention 
is made of Aircraft Manufacturers. 


Equipment n.e.c. (3729) 


It appears, therefore. that there are 
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All RING-SLIDE binders lie as flat as 
this 1 You can highlight 
important facts in visible mergin 
style for quick reference. Pages line 
up perfectly! 


———S ae 


“SIGHT-SELLER” mokes customers 
reach for your binder—first...makes 
it easy for them to buy. Clear acetate 
envelopes are big enough to occom- 
modate 1! x 8" poges without 
punching! 


Your salesmen get closer 

than ringside with 

RING-SLIDE! They're in 

the ring with this new- 
est sales-clinching, multi-purpose 
binder . . .“SIGHT-SELLER” 

For effective sales presentation 
nothing tops “SIGHT-SELLER”! For flat 
reference catalog use nothing tops 
RING-SLIDE! For parts lists, price lists, 
specifications... nothing tops RING- 
SLIDE! 

Because—only RING-SLIDE gives you 
its loose leaf Multiple Rings to increase 
security and multiply uses...one-piece, 
smoothly rounded rings to minimize 
a simple, light- 
weight mechanism that's easy to oper 


page wear and tear 


ate and won't get out of order solid 
box-back construction for easy, attrac 
tive labeling, positive identification 


Keeps THEIR eye on YOUR product 


The “SIGHT-SELLER”™ built-in easel puts 
your sales material out in front, makes 
it easy for your customers to see, want 
and buy your product. It’s an eyeful 


introducing 
“SIGHT-SELLER” 


THE BRAND-NEW SALES KIT 
BINDER with the BUILT-IN EASEL 


of SELL! And at a price that will fit 
your budget, cut cost-per-sale down to 
a minimum. 

You can order RING-SLIDE binders in 
four convenient capacities — 4%", 42”, 
s” or %" —choose what's best for you 
in lengths from 3” to 14”. In any size 
you get flat reference to facts, big 
double-spread effects with no in- 
between-page gap to mar or distract. 
Standard holes with 1” spacing let you 
assemble sheets of any size or weight at 
will. With the spe,ial display envelopes 
and exclusive easel, “SIGHT-SELLER’ 
puts your cards on the table as no other 
binder can 


5 


If your need is for a high-quality, low 
cost binder to do the important job of 
presenting your product or services to 
your customers ...in the best way pos 
sible you will want to see “SIGHT- 
SELLER” 

Call our office near you today, or 
write us for your free copy of Booklet 
LL-191. Address Management Controls 
Division, Room 340, 315 Fourth Ave. 
New York 10, N. Y. 


Ftand 


THE FIRST NAME IN BUSINESS SYSTEMS 


109 
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The BOAT is 


only the 
BEGINMING 


if ite used on boats 


jd i 


w aireraft plants in California, when 
relerring to the state analysis. How- 
ever, in Table 5, page 10, of this same 
state pamphlet under Transportation 
Equipment (No. 37), you will find 
Aircraft (3721) listed 
the Los Angeles Metropolitan Area only 
You will also find Motorcycles and Bi 


cycles (3751) im this same category, 


This table covers 


but omitted as specific industries from 
the state tabulation on page 4 

The above situation is true in many 
pamphlets in the entire 
series from MC101 to MC149 inclusive, 
whenever there are Metropolitan Areas 


other state 


contained within the state. It is be 
lieved that many users of these indus- 
trial census figures will be most inter 
ested in specific industry figures 
(identified with four-digit code num 
bers) and that state statistics are of 
more importance to manufacturers who 
sell nationally, than are metropolitan 
rea figures, except insofar as they sup 
plement the state figures 

As an introduction to each state pam 
phlet. there are sixteen paragraphs en 
titled “General Explanations.” Nowhere 
n these paragraphs is the reader 
warned that some specific industries 
ire lumped into more general classifica 
tions (three and two-digit code num 
bers) in the state tabulations, but are 
revealed in the Metropolitan Area tables 
when such are present 

There is an excellent opportunity, 
therefore, for wrong deductions to be 
made whic h will result in erroneous de 
cisions and actions unless each user is 
warned beforehand, or is so thorough 
that he makes this discovery himself 

I have just recently received a long 
letter from the Department of Com 
merce, Bureau of the Census, Industry 
Division, which explains why the above 
situation exists. It is that the Census 
Bureau must conform to a federal law 
which prohibits unfair disclosures of 
nformation in the census figures which 
might be harmful or detrimental to in 
itv dual companies 

The reason given for the situation de 
scribed above is that the three western 
states comprise a census division and all 
figures are divulg for each census 
livision, of which there are nine. It .is 
onsidered an unfair disclosure in the 
use cited here to give the specific in 
lustry figures on Aircraft Manufactur 
ne for the estate of California. inasmuch 
ss it would be possible by subtraction 

liseover the number of Aircraft Man 

ring plants in Washington and 


eterring to the census divi 


t appears that the 
g more than ace 
ke no unfair dis 

ime time users of 
ht arrive at some 
because of the 


way this has been done. | was told in 
the letter I received from Washington, 
however, that all state figures are being 
assembled into a bound volume and that 
in the introduction of this bound volume 
a detailed explanation will be made of 
just how the Census Bureau has inter 
preted and complied with the federal 
regulation against unfair disclosure. 
My only reason for writing to you at 
this time is that I made this discovery 
quite by accident and felt that you might 
be doing a real service to many of your 
readers by cautioning them in advance 
Ina R. Oc ivie, sales promotion and 
Gorton 


advertising George 


Machine Co 


manager. 


Racine. Wis 


Sales Meeting 


(Continued from Page 37) 


he is handed a large box of person 
alized matches, his name gleaming in 
gold against a solid blue background. 
Even the city of Bluefield shows 
evidence of the same type of imagina- 
tion that has filtered into the Rish or- 
ganization. Bluefield has tagged itself, 
“Nature's Air Conditioned City,” and 
any day the temperature reaches 90 
degrees, the Chamber of Commerce 
serves free lemonade on the streets. In 
1949 there were only two such serv- 
ings; some years there are none. 
Rish does not subscribe to the idea 
that you have to be on the “consumer” 
side of the fence to inject imagination, 
excitement, and glamour into effective 
advertising and sales activities. Indus- 
trial advertising and sales managers 
who think the industrial side of the 
fence is dull will do well to keep an 


eve on Rish. 


Gascoigne Named Sales Manager 
of ‘Chemical Engineering’ 

T. Richard Gascoigne has been ap 
pointed sales manager of McGraw-Hill 
Publishing Co.'s Chemical Engineering, 
New York, to succeed Luther Crist 
who plans to enter the agency field 
shortly 

Mr. Gascoigne for the past three years 
was local sales representative of the 
American Chemical Society publica 
tions published by the Reinhold Pub 
lishing Corp. Before that he was as 
sociated with the Westinghouse Electric 
Corp. and Sperry Products, Inc., as a 
technical salesman in the chemical in 
dustry He 
engineering and «« 


titute of Techr 


degrees in 


rom Stevens In 
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Markets are Plants 


You've often heard that “markets are people” 
but when you are selling to industry, markets 


are plants. 


Only when there is a plant do you have a 
prospect or customer. The size of the market for 
your products depends first on how many plants 
there are. After you count the plants you want 
some measurement of their buying power. Accord- 
ing to the U. S. Government Census Bureau, 
the most reliable yardstick for buying power is 
employment. For instance, in the metalworking 
industry the census figures show that well over 
90° of all the business is done by the plants 
employing over 50. If you know how many 
plants employ 50 or more, you know where the 


real buying power is in this market. 


Doesn't it make good sense to concentrate 
your advertising on the plants that do well over 


90°), of the buying ? 
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To do it you must know—how many plants in 
a market—how many you can reach with a 
given publication—what percentage of the buy- 
ing power you are covering with it. Then and 
only then are you ready to analyze “buying 


influences” and man coverage. 


Census data will give you the total number of 
plants in a market. Some of the leading indus- 
trial publications make available their plant 
coverage figures and a few measure employment 
also to show percentage of buying power covered. 
Penton publications have been providing adver- 
tisers with all of this plant coverage information 
for a number of years. Along with it you get a 
complete picture of readership among the buying 


influences within those plants. 


a 


Would you like some help in using the plant 


sf 


yardstick to evaluate your sales potential aud 


advertising coverage? Write us for plant counts 


and cov erage data. 


™ DENTON foueine 


PENTON BULILDING « CLEVELAND 13, OHIO 




















“IT IS KEPT IN ENGINEERING FILE FOR ACCESS BY ALL ENGINEERS’ 
Yio 


Monager of Development Engineering 
Word Leonord Electric Company 
31 South Street, Mount Vernon, New York 


Thousands of men like Mr. W. W. Miller are 
constantly referring to the pre-ritep Electrical 
Catalogs of the McGraw-Hill Catalog Service 
Careful screening and constant checking as 
sure you that your catalog will be delivered 
to men with comparable buying influence 


throughout the electrical industry 


Catalogs delivered in a PRE-FILED form are 
seldom lost, mis-filed or thrown away. Your 
product specifications will therefore be avail 
able instantly — completely classified and in 
dexed —to customers who count. Ask for 
detailed information about the orderly, effici 


ent McGraw-Hill Catalog Service 


McGRAW-HILL CATALOG SERVICE 


330 West Forty-Second Street, New York 18, N.Y. 
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NIAA News 


Notions! Headquarters, 1776 Broadway, New York 19, N. Y. 
Bernerd H. Dolan, president 
Blaine G. Wiley, executive secretary 


t el —— 
CHAPTER ACTIVITIES OF THE NATIONAL INDURRRIAL ADVERTISERS ASSOCIATION 


Wolff Will Produce NIAA, 
Putman Film on Ad Results 


HoLLy wooo The first att of the 
tory has been completed for the Na 
tional Industrial Advertisers (\ssocta 
tion and Putman Publishing Co 


sponsored color film ! 


/ 


dustrial advertising 

Script author will be Norman Wright 
son of novelist Harold Bell Wright. The 
er will be Raphael G. Wolff 

Hollywood, producer of Gen 
eral Electric Co.'s “Clean Waters,” 
the best industrial film of 1948. The 
NIAA-Putman film is scheduled 
NIAA 
ence June 28 at Los Angeles 


produc 
| ! 


Studios 


voted 


premiere at the mnual 


David Beard Replaces 
Weyeneth as NIAA Director 


David | 


Reynolds 


Beard, advertising director 
Metals Co Louisville has 
National 
Industrial Advertisers Association to fill 


been elected a director of the 


the vacancy caused by the resignation of 
E. Weveneth. former advertising man 
(, le Tournea Im whe 6 
wiated with Engineering News 
New York. where he 


* making 


n the con 





Five Chapters Submit Ads 
for NIAA ‘Journal’ Campaign 


HEDDA HOPPER, Hollywood col- 
umnist famous for her chapeaux, will 
be official women’s hostess at the 1950 
National Industrial Advertisers Asso- 
ciation convention to be held in Los 
Angeles June 28 to July Plans that 
are being made for the women in at- 
tendance include a tour of one of the 
major studios 


ANSWERING QUESTIONS at the Eastern Industrial Advertisers’ direct 
mail clinic in Philadelphia involved concentration in varying degrees as shown here 
Supplying answers and facing camera are speakers L. T. Alexander (center), man- 


ager, direct mail and supply division, E. I 
Del., and E. N. Mayer (right), president, James Gray Inc., 


DuPont de Nemours Co., Wilmington, 


New York. Some 200 


members attended 
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New York—-Advertising copy has 
been submitted by the Baltimore, Cleve 
land, Detroit, Indianapolis and Pitts 
burgh chapters of the National Indus 
trial Advertisers Association for its Wall 
Street Journal campaign to sell manage 
ment on industrial advertising (1M, 
February 

Copy was submitted to the NIAA com 
mittee on industrial advertising effective 
ness, which is handling the campaign 
Chairman Schuyler Hopper, president 
Schuyler Hopper Co.. New York agency 
said that copy from local chapters, each 
of which is to run an ad in the $68,000 
Journal-financed campaign, must be in 
the committee's hands by April 15. The 
first ad, originally scheduled for Feb 
ruary, has not yet appeared 

In Baltimore, the Maryland Industrial 
Marketers appointed Jack Apsey, adver 
Black & Decker Mig 


Co., to head the chapter's committee for 


tising manager 


preparing an ad 


NIAA Develops Speakers Roster 
for Bolstering Chapter Programs 


An expanded roster of speakers is 
being prepared by the National Indus 
trial Advertisers Association to aid le 
ca chapters in engaging authoritative 
speakers on marketing subjects 

Eric Zimmerman, chairman of the 
NIAA program bureau, has mailed a 
form to marketing and publishing ex 
ecutives and graphic arts specialists 
whose ideas and experiences are likely 
to benefit NIAA members. The recipient 
is asked to fill out and return the form, 
if he is willing to be a speaker, listing 
the title of his address and other per 
tinent data. The form alse is going to 
executive secretaries of crafts and sup 
ply associations in such fields as print 
ng. engraving, photography and indus 


trial films 


Hoffman Will Address NIAA 

Paul G. Hoffman, administrator of the 
Economic Administration 
and former president of the Studebaker 
Corp., will discuss ECA at the annual 
June convention of the National Indus 


trial Advertisers Association in June at 


Cooperation 


Los Angeles 


113 





TOP MANAGEMENT looked over the Pittsburgh Industri- O'Connor, Pittsburgh Plate Glass Co., adds a bright touch 
al Advertising Exposition with thoughtful interest. Left: Carl to the background. Right: Management and advertising ex- 
B. Jansen, president, Dravo Corp., inspects an exhibit. Rita ecutives took time off for cocktails and a buffet supper 


Pirrssurncnu Both management and companies, including 69 exhibitors, with were in the city for the annual mid-vear 
the public were treated to a two-day in a 50-mile radius of the city directors meeting Feb. 2 visited the 
show aimed at demonstrating how $30 Exhibits included trade publication show and joined the Pittsburgh mem 
000,000 worth of advertising helped idvertising, technical bulletins and book bers at a buffet supper in the evening 
market $1.5 billion of industrial prod lets, public relations campaigns, employe Roy R. Mumma, director of visual 
ets manufactured in the Pittsburgh magazines and 112 winning campaigns aids production, U.S. Steel Corp., Pitts 
rea in 1949 n the 1949 Direct Mail Advertising As burgh, was exposition chairman. Work 

The $30,000,000 was what Pitt«burgl sociation’s national competition. A “Lit ng with him on the exposition com 
nanufacturers spent on industrial ad tle Theater” featured continuous show mittee were Ted Dadisman, Republic 

sing last year. The show was the ing of 25 industrial films Press; M. L. Neison, De Vorn Displays 
cond annual Pittsburgh Industrial Ad The Pittsburgh printing industry Corp.; Henry F. Reuter, Reuter & Brag 
rtising Exposition, held Feb. 2 and 3 featured a graphic arts exhibit including jon Inc.; Harry P. Vieth, Batton, Bar 
the Industrial Advertising on wiginal art work illustrating ste p-by ton, Durstine & Osborn Hugh FE. Me 

f Pittsburgh, the city’s local « of step descriptions of different printing Donald, Walker & Downing; William H 

National Industrial Advertising techniques. The exposition covered an Collins, Drave Corp.; George Held, 
entire floor of the Hotel Reosevelt George Held Productions; Karl S. Von 

than 600 management an ad Une ency executive critized the show Senden. Arthur Von Senden Co H. B 
visited the ex positi is “toe good t limited to such a short Anderson and Ernest T. Giles, Ketchum 

»000 persons on time. Tt w 1 week to absor b MacLeod & Grove: D. J. Coullie. Chat 

vailable here field & Woods Co.: C. Lawrence Walsh 


ind directors whe ind Hance L. Poulton 


NIAA EXECUTIVES were on hand for the exposition and Right: A new type of uniform display panel, “Vertizon,” took 
a directors’ meeting. From left: Monty Montague, vice-presi a bow at the exposition. Panels occupy only four square feet 
dent, Pittsburgh chapter; Hance Poulton and Eric Zimmer of floor space but offer 48 square feet of display surface. Ver 
man, NIAA directors; and NIAA President Bernard Dolan tical panels revolve on “table top” for heavier display pieces 


INDUSTRIAL MARKETING, March, 1950 














\ 


} 





MR. BLACK! THEY ALL WANT THEIR VACATIONS IN JUNE— 


for the NIAA Conference in Los Angeles 


This year your vacation can contribute an extra per 
sonal dividend ...if you combine it with business and 
the NIAA Conference in Los Angeles. 

Line up your plans now for the 1950 Conference out 
West. The program is keyed to what salesmanship 
means to free enterprise: “Nobody profits ‘til some 
thing is sold.” This will be a working meeting—with 
plenty of leadership opinion expressed. Benefit from 
this opportunity to revitalize your thinking about dis 


tribution, selling, and advertising 


Notice the date ... it’s perfect for combination business 
and vacation plans. So...make definite reservations 
now. For complete details write to the Attendance 


Committee, 2614 West 9th St., Los Angeles 6, Calif. 


ATTEND THE 25 ANNUAL NIAA CONFERENCE! 
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From the March, 1925, issue of 


InpusTHIAL Marketine 


The first meeting of the St 
Louis Industrial Advertisers Asso- 
ciation was held in January 
George C. Nagel, Skinner Bros. 
Mig. Co. was elected temporary 
chairman and J. L. Ashcroft, Lud 
low-Saylor Mfg. Co., temporary 
secretary St. Louis was the sixth 
lecal to join the national body 
Advertisers need to know art 
fundamentals, said Dugald A 
Shaw at the Engineering Adver 
tisers Association meeting in Chi 
ago Advert sers should study art 
and should attempt some personal 
artistic effort, he said. Speakers 
SHATTERING PRECEDENT—When the featured guest at the February at this February “Business Paper 
neeting of the Chicago Industrial Advertisers Association was called upon to speak, ar Ie i Ee TP C 
lid he? No. He burst into song with three members of the Misfits, 1945 interna “he ~ 
tional champions of the Society for the Preservation and Encouragement of Barber Rehnquist, ad manager, Webster 
Shop Quartet Singing in America Inc. The “speaker” was NIAA Vice-President Mig. Co.; H. W. Van Doran, ad 
Bob Joyce, director of advertising and public relations, Automatic Sprinkler Corp 
f America. From left: Cy Perkins, Petroleum Engineer, baritone; Joe Murrin, C. Wheeler, Marquette Cement Co 
lieutenant of police, Chicago, tenor; Mr. Joyce, lead; and Pete Buckley, P. Nacey advertising manager, and FE. R 
( bass. Missing Misfit is Art Bielan, Western Electric Co. Later, Mr. Joyce re- Shaw, publisher of Power Plant 
| his 1949 NIAA convention speech on curing advertising’s ills (IM, July, 49) Engineering 
Mr. Shaw n his discussion of 
exaggerated rccessful uses of business paper 


Sales Managers Top Ad 2 e cmb : 
1 lent 3 ducts handle. But uivertising. told of the start and 


dy trite ‘ © san ght better pay srowth of Timken Roller Bearing 
Of 20 ypical ' the cost so a campaign Co.. which began with Henry B 

the ré Timken. a small custom and buggy 
lward N. May wilder in St. Louis. The buggy 


New business, helped by advertising 


manager, The Black Diamond; B 


peate 


Managers in Reader Stu 
San Francisco ’ 


nes Gray Ine 
alist, participated grew. and soon Mir. Timken beg 
ect mail. Mr. May manufacture of a tapered roller 

, bearing axle 

t names and titles After selling his first concern 

he Timkens ( father and two sons 

went to Canton, O.. where they 


factory t 


EIA Will Award $600 
in Thesis Contest 


| AD Th \ the 


Says Supplier Should Do 


Distributor's Direct Mail 
— Deane 


irtment 

m article 

un address before 
reater cal Publicity Associa 
ties that ex m. New York, said that a survey 
Entry deadline of the marketing problem and 


wells faculty will specifications of the sdvertising 
advertising’s 


ire all part of 


entries for final 


top management 
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What better proof of reader impact (that 
is, enough through-the-book, thorough 
readership to make it worth your while) 
would you want than this: 


A black-and-white quarter page in the 
back of the book pulling 275 inquiries 
from one issue! 


And as for inquiry quality that adds up to 
sales, We quote from a letter from Rona 
Laboratories Inc.: 


“The response fo the first month's run 
was so great and so varied that, frankly, 
we are finding it difficult to handle any 
additional prospective business. There 
have been 275 replies to date.” 


7 . * 


This kind of arithmetic might very well be 
applied co what you are trying to sell. We think 
you will agree that it’s worth looking into. 
Write us today describing your product @ 
requesting OUF evaluation of the market for it 
among, the readers reached by MODERN PLASTICS. 
—— We'll cell you frankly whether MODERN PLASTICS 


wae is or is not a proper medium for you to US* and 
mets we'll give you the reasons either W4y- 


iINQU IRIE s 
— ae, 





ODE its ABC -audited 
M RN PLASTICS with it 
circulation of 19,750 — covering not only 
the plastics industry, but also the major 
y* 
& f 
buying influences in other industries where 


plastics are = s an- 

lastics ar used in volume—has the high 
> paid circulatic anc carries ore di 

est rc m d rf more edi- 


torial and advertis 
ing pages th 
books in the field posh +t angles x Ee 


IN i 
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SPECIALIZED 


iS iaelar) wl -taaia- 


Active Reader interest 


NEWS coverage of industry ac- 
tivities that is thorough, reliable, 
timely and concise. 


ARTICLES on boat building 
ceconditioning, maintenance and 
operation that are accurately and 
intelligently written with a tech- 
nical slant. 


REPORTS of technological and 
scientific developments that are 
clearly explained from a practical 
standpoint. 


PICTURES of boats, plans 


construction views, machinery lay 
outs, fishing operations and indus- 


try personalities. 


| Audited Coverage | 
of Fishing Boats 
en the 


Atlantic Fisherman’s con- 
trolled, audited circulation 
reaches the individuals who 
are known to have influence 
and authority in the buying 
of equipment, supplies and 
services for fishing boat con- 
struction, operation and 
maintenance. It provides 
thorough, waste-free cover- 
age that insures full advertis- 
ing value. 


ATLANTIC FISHERMAN 


Goffstown, New Hampshire 











Send for Reprints of INDUSTRIAL MARKETING Articles 


THE FOLLOWING REPRINTS of outstanding editorial features are offered os a special 
service to IM reoders. Please send exact amount in coin, stamps or checks with reprint 
orders to THE EDITOR, INDUSTRIAL MARKETING, 100 E. Ohio St., Chicago 11, Ill. 
We cannot handle small credit orders 
R189. Publicity Con Bring Sales If You Pinpoint Your Target, by Harry W. Smith Jr. Feb. 
1950. 10c 

R188. Whot Management Can Get from Editors Associations, by Robert Newcomb and 
Marg Sammons, Dec. 1949. 10c 

R187. A Bigger Audience Calls for Better Annual Reports, by Richard H. Bailey, Jan. 
1950. 10c 

R186. Selling to Engineers? Educate Them, but by Husley Modeheim, Oct. 1949. 15c. 

R185. Advertising Doesn't Pay Unless You Have a Job for It, by Julian Boone, October 
1949. 15c 

R184. How to Use Graphs in Industrial Advertising, by L. Leonard Philips, Sept.. 49. 10c. 

R183. Globe-Wernicke Scraps its Precedents with ao New Marketing Plan, by W. K. 
Downing, August, 1948. 10c 
R182. How to Get Publicity—Your Hidden Sales Asset, by Hal Burnett, August, 1948. 15 
R181. Bock Your Salesmen with Advertising’s Fire Power, by D0. F. Austin, July, 1949. 10 
R180. 22 Things You Should Know About Industrial Buyers, July, 1949. 10c 
R178. 5 Steps to Finding Out Does Your Employe Magazine Pay?, by Ken M. Davee 
June, 1949. 10¢ 

R175. How to Measure Results of Industrial Advertising, by William A. Marsteller 
May, 1949. 15¢ 

R173. Guideposts for Forecasting, by Fronk D. Newbury, Aug., Sept.. Oct.. Nov., Dec.. 
1948, Jen.. 1949. $1.00 

R172. How to Get the Meat Out of Starch Reports, by Richard L. Edsall, Moy, 1949, 10c 
R171. Dustry Rides Again, by Richard B. Carland, Apr. 1949. 10c 
R170. 16 Weys to Sell to Engineering Departments, by J. T. Bennett, Apr., ‘49. 10c 
R169. How to Advertise to Business Men, by Howard G. Sowyer, Nov., Dec., 1948. Part | 

of a Series. 10c 

R168. How to Moke External Publications Pay Off. by Harrison M. Terrell, Oct., Nov 

Dec., Jan., Feb., 1948-49. 50c 

R167. How to Plan and Pep Up Your Show Exhibit, by Karl F. Kirchhofer, Jan., 1949. 10c 

R166. Keep the Line Open Between Employer and Employe. by Robert Newcomb and 
Marg Sommons, May, June, July, Aug. Sept., 1948. 50c 

R165. How Industrio!l Buying Is Done, by W. D. Crelley, July, 1948. 10c 

R164. How Advertising Agencies Can Overcome Management's Adverse Attitude, by 
Leo Burnett, Nowember, 1948. 10c. 

RI6!. We Went to Four-Color Inserts On o Cut Budget, by Clifford Stubbs, June, ‘48. 10c. 

R160. Mockup Demonstrator Improves Salesmen's Closing Ratio, by H. W. Bluethe 
Oct.. 1948. 10c 
R159. The Role of Advertising Today, by Allen L. Billingsley, Sept., 1948. 10 
R158. Researching the New Product, by Williom J. Stokes, June, Aug., 1948. 15c. 
R157. Sending a New Heating Product to Market, by Stuort Phillips, Sept.. 1948. 10c 
R156. Solving the Basing Point Dilemma, by Cameron Caswell, Sept., 1948. 10c 
RISS. Guideposts for Forecasting, by Frank D. Newbury, Aug., Sept.. 1948. 25c 
R154. Using Newspoper Advertising to Spot Industrial Buyers, by Wilhelm Ferdinand, 
Aug., 1948. 10c. 

R153. Using the Telephone to Help Mechanize Your Field Sales, by Kor! F. Kirchhofer, 
May, 1948. 10c. 

R152. Catalogs os Soles Tools, by B. M. Walberg, Moy, 1948. 25c 

RIS!. When Your Customers Order Spore Parts, by Raymond H. Jacobs, June, 1948, 10c. 

R145. How Can ! Find Whot Type to Use? by A. Raymond Hopper, Apr., 1948. 10c, 
R144. Techniques Thot Will Make Your Copy Pull—The Copy Chosers Column, Apr.. 

1948, 25c. 

R143. How to Make “Non-Selfing” Advertising Pay Off, by R. E. Whiting, Mar., ‘48. 10c. 

RI4!. Market Research Combats High Distribution Costs, by Richard D. Crisp, Feb.. 
1948. 10¢ 

R140. How to Avoid Eight Common Mistakes in Hiring Salesmen, by Burton Bigelow, 
Novw., 1947. 10c 

R139. Selling in the Buyer's Market, by L. Rohe Walter, Feb., 1948. [0c 

R138. Education on the Selling Line, by P. R. Willmarth, Feb., 1948. 10c 

R137. LeTourneau Tells How Its Ad Campaign Is Tailored to Reach Export Markets, by 
J. G. Van de Loo, Oct., 1947. 10c, 

*R133. The Effectiveness of Repeated Advertisements, Sept.. Oct. and Nov., 1947. 7S< 
R127. The Economics of Industrial Advertising, by Jesse H. Neal, Sept., 1947. 10c. 
RI21. The Orchestration of Type, by A. Raymond Hopper, Mor., 1947. 15c 
R120. 250 Leading Advertisers in Business Publications, Feb., 1947. 25¢ 
RI05. The Agency-Client Relationship, by C. E. Gischel, July, 1946. 10c. 

*12-poge reprin’ summary of the Repeat Ad Study made under the guidance of o 
special steering committee of industrial advertisers, agencies ond publishers. 
Single copies—75 cents, 10 or more—5SO cents each, 25 or more—25 cents eoch. 
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How is this for Growth ? 


MODERN INDUSTRY'S paid circulation 
has increased 44% in past 2 years! 


Issue by issue, Modern Industry magazine has developed 
into a mature publication with a record unique in business 
journalism. Paid circulation at the end of 1941, its first year, 
was a little over 8,000. By the end of 1947, it had gone over 
the 34,000 mark. The net paid circulation in December 1949 
is over 50,000. An increase of 44% in two years alone! And 
this is only the beginning. Our policy of distributing thou- 
sands of sample copies each month to a selective list of 
important industrial executives has helped the magazine 
sell itself. Sampling still goes on. Total distribution of 


MODERN INDUSTRY is in excess of 55,000, 


NOTE TO ADVERTISERS: M.1.. the 
only magazine edited specifically 
for industrial management ex- 
ecutives and circulated primarily 
among them, presents your ad- 
vertising message to more than 
55,000 receptive readers at the 
lowest cost of any executive 
industrial publication. If you 
want response to your ady ertising 
from America’s leading manufac- 


turers, put M1. to work for you. 











Modern ¥@ Industry 


Net paid circulation over 50,000 


PURLISHRED BY MAGAZINES OP INDUSTRY ic. MADISON AVENUS, NEW YORK 17, NW. YF. 
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Promoted By Pen Firm 


Bart J. McCloskey has been appointed 
@esistant g#¢ neral sales manager of the 
L. EB. Waterman Co 
fountain pens and inks 

Wr. McCloskey says, “Like others in 
terested in keeping posted on business 
events and trends, | read The U all Street 


complete and conc tse 


manufacturer of 


Journal for fast 
coverage of the national business picture.” 

idvertising «xecutiwes find The Journal 
mudience (a total of 236.977 readers daily 
a responsive market of actively buving 
decision-makers. You can sell this pre 
ferred market of business and industry 
by advertising through the pages of the 
Only National Business Daily 





Heads Division for Honeywell 


a 


- 
= 
he 


James H. Ringer has been elected vice 
president and general manager, Belfield 
Valve Vinneapolis-Honevwell 
Regulator Co. Philadelphia 

Seve Wr Honeywell's widely 


diversified interests and its growing re 


division 
Ringer 


lationship te all industries makes it im 
perative that we keep in daily touch with 
every new industrial development. The 
Wall Street Journal furnishes a complete 
compact and time-savings means of keep 
ing informed.” 

The @ all Street Journal's daily reading 
is made up of active 
Ringer This is 


preferred market you reach 


audience of 236.9 
business men like Mr 
the active 
when vou put the Only National Business 


Daily at the head of vour advertising list 


120 


Books 


By MARGARET C. LUCAS 


GRAPHIC PRESENTATION 
SIMPLIFIED 


By R. R. Lutz. Published 1949 
by Funk & Wagnalls Co. in asso 
ciation with Modern Industry, Neu 


Pric ¢ $4 } 


York 202 pages 


The major development and utiliza- 
tion of graphic presentation as a medium 
for translating statistics into condensed 
visual form has taken place during the 
present century.” With this as the lead 
off sentence in his book, the author gives 
1 brief analysis of the improved methods 
und techniques in charting and graph 
making, with a study of increased work 
ers and training facilities in the field 

He re are 
studied: curve charts, bar charts, 
circle, sector and statistical map 
charts, dot maps, pin and tack maps, 
flow maps, plus the use of color. In ad 


some of the chart types 


dition to this complete analysis of the 
simplest and most complex charts, you 
liseover how to avoid obvious as well 
us hidden charting errors. What to use 
n making charts, types of paper, inks 
tools, protractors, et is supplied in 
unother section, and you are told later 
how to take care of charts as well as 

ow to repr mduce the m 
The book is illustrated all the way 
and gives the clearest, cleanest 


graphs and charts we've seen 


EFFECTIVE SELLING 


Edward Breen, Ralp/ 
ompson and Harry 
ed 1950 by Harper 


York. 278 pages 


“is at the 
siest and one 
! careers to enter 
hook, designed primarily for stu 
with litth knowledge of the sell 
ileo serves as a refresher 
in experienced man or a pos 
1 sales manager to con 
is salesmen 
10 chapters cover basic prin 
| methods of 
The principal part of most 


salesmanshiy 


tations is the demonstratior 
salesman fails to inter 
ct in terms of the cus 


demonstration is 


the student orient himself in the selling 
field, and chapters are included on re- 
tail and wholesale selling, selling at the 
manufacturer's level, plus case histories 
and a very complete bibliography 

Salaries, minimum and optimum, by 
age brackets for salesman as compared 
to salaries paid in other fields are dis- 
cussed in Chapter 1, “Selling as a 
Career.” 

The authors’ extensive sales experi- 
ence includes teaching at the college 
level as well as practical salesmanship 
Mr. West is now sales manager of Swift 
& Co. and has served as president of the 
Sales Executive Club, Cleveland 


HOW TO SELL TO 

ATIN AMERICA 
(By Abram A. Preciado. Published 
1949, by Funk & Wagnalls Co., New 
York, in association with Modern 
Industry, York. 341 pages 
Price $4.) 


New 


This book is as apt and all-embracing 
as its title sounds. It should give plenty 
of good, up-to-date information to any 
one at all concerned with exporting 

Mr. Preciado has divided his book 
into four Sections. Section one develops 
the background of exporting, including 
economic whys and wherefores; rules, 
regulations and theories, plus the ma 
chinery of exporting, such as the Export 
Import Bank, international trade agree 
ments, treaties, et al 

The second section, The Latin-Ameri 
can Market: A Survey, presents an over 
ill picture of the market, and then spe 
cific studies of individual countries 
Besides painting an alluring picture of 
cies, people and scenery abounding, 
these are factual surveys, covering popu 
lation, number of institutions (example 
1,490 motion picture theatres in Brazil 
seating capacity of 936,000 1947 


people, agriculture, industrial develop 


ment power transportation, income, 


current situation plus outlook 
Exporting, 


capi il 

Know-How for Profitable 
section three, tells how to enter the field, 
setting up export departments; dis 
cusses export salesmen, outlets, property 
protection and credit. The chapter on 
Export Advertising deals with methods 
and breaks down the available media, 
including sources of additional informa 
tion and a portion devoted to important 
Latin-American newspapers 

The last division, on International 


Trade & nancial Agreements, gives 
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$1,000,000,000 


for ATOMIC RESEARCH 
and DEVELOPMENT in 1950 


The 21 Chemical 
and 
Process 


Industries 


Alcoholic Beverages 
Cement, Lime, Rock 
Chemicals 
Coke, Gas 
Explosives 
Fertilizers 
Food 
Glass & Refractories 
Leather — 

Linoleum, Oilcloth 
Metallurigical 
Oils, Fats, Soaps 
Paint, Varnish & Inks 
Paper, Pulp 
Petroleum 
Pharmaceuticals 
Plastics 
Rubber 
Storage & Dry Batteries 
Sugar 
Textiles 
Miscellaneous 

(including 
Researc h 


Foundations | 
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To get your share of sales, get in on the 


ground floor of new developments through 


ANALYTICAL CHEMISTRY 


Chemists and engineers responsible for Analysis + Research * Instru- 
mentation in atomic projects during 1950 alone will influence 
purchases of equipment, instruments and raw materials worth 
$1,000,000,000. The chemical and process industries will use another 
$500,000,000 for Industrial Research projects... important signs of 
SALES POTENTIALS ahead. 


Analytical Chemistry contains work-material for laboratory chem- 
ists confronted with gigantic future tasks: government and indus- 
trial; basic or applied research; analyzing or solving new instru- 
mentation problems. Much of the work remains “unknown” 
knowledge will develop as projects advance. 

Advertising in Analytical Chemistry makes products known 
ean aid chances for future selection before your salesmen can 
guess where customers are. Advertising messages in Analytical 
Chemistry, the workmagazine for laboratory chemists, physicists, 
and engineers, will be on hand when problems are worked out 
and product specifications are made. 


From information contained in Analytical Chemistry, development, 
operations and improvement influences will be felt in many dif- 
ferent directions—in the $4.2 million “bevatron”—the $2 million 
“cosmotron”—and in new and improved laboratories that will 
swallow millions for multi-thousand dollar mass spectrometers, 
spectrographs, electron microscopes, vacuum pumps, ete. 


Analytical Chemistry, with its balanced circulation, will take your 
sales message to specifying teams responsible for: 


Analysis « Research « Instrumentation 


Each member of the 7-Group Buying and Specifying Team is 

important: Officials 5,532 + Works Executives 876 - 

Engineers 1,963 + Research Directors 3,263 + Chemists 4,157 
Consultants 5,422 + Foremen and Supervisors 796 


Reach them in 


ANALYTICAL CHEMISTRY 


published by THE AMERICAN CHEMICAL SOCIETY 
ivertising Management REINHOLD PUBLISHING CORP. 


330 West 42nd Street, New York 18. N.Y 


LEVELAND + FORT WORTH + SAN FRANCISC( LOS ANGELES - 





analysis of such groups as 
Trade 


further 
the International Organization 
the International Monetary Fund, the 
International Bank for Reconstruction 
and Development, and free zones in the 
U. S. Tables included show, for ex 
ample, par value of currencies of Latin 
American countries as late as 1949 


EFFECTIVE BUSINESS 
ENGLISH 
(By Alta Gwinn Saunders. Pub 
lished 1949, 3rd edition, by the 
Vacm an to Venu Yori 
pages Pr ¢ 84.5 
The sverage business letter 
72.le, says Dartnell Cory (Chicago 
this book could be subtitled How to 
More for Your Money 


First, the } 


suthor deals with plans 


ind presenting good busines letter 
Then she narrows the discus 


generally 
functrons ormula 


sales letter, analysi plus build 
ction in the mind of the reader 

etter campaigns, Spec il at 
credit letters and the 


apter, of universal interest when 


| sid t 


iting with top management 
with writing business reports 
sppendix includes a handbook of 
law relating to business cor 
letter cost and arrangement 
al ms, eg., address an 
Dear Mre. Blank 


U. S. as ‘Sit 


Lists Bibliography of Marketing 
Advertising, Survey Literature 

What's New ibject biblio 

early byw the Na 

Special | 


graphy 


ivailable t 


andl cate u 

number of | 
Subscriptio 

lune 1950 

member ' 

bers. Mr Martha 

Benton & Rowl 


chairman of the 


McCarty Boosts Davenport, Wilde 
Clarence G. Davenport and Willard 
H Wilcde who have been with Moet rtv 


Co.. Los Angeles agency, since 1930 ; 


Sevelcoal , 


PRINTING PAPERS 


a peoouc’ o \ 
Kimberly 
| Clark 





Distributed by 


ALABAMA 
‘ 


ARILONA 


ARKANSAS 


CALIFORNIA 


COLORADO 


CONNECTICUT 


Sloan Paper ( 


Siehe, Mote & 
Zelierbach Paper 
Siche Mote & 


NORTH CAROUNA 


NORTH DAKOTA 


Ono 


Ae 


OISTRICT OF COLUMBIA 


FLORIDA 


INDIANA 
tOWA 
M Las 
KANSAS 
KENTUCKY 
LOUISIANA 
MAINE 
MARYLAND 
MASSACHUSETTS 
MICHIGAN 


’ " 


MINNESOTA 
“ 
MAES SISSIPPY 


“ 
MISSOURI 
« y 


OKLAHOMA 


OREGON 
PENNSYLVANIA 


RHODE ISLAND 
SOUTH CAROUNA 


TENNESSE® 


UTAH 
VIRGINIA 


WASHINGTON 


“ 


WISCONSIN 


EXPORT AGENTS 





KIMBERLY-CLARK CORPORATION - 


NEENAH, WISCONSIN 


8 South Michigan Avenue, CHICAGO 3 
22 Mariette Street, N. W., ATLANTA 3 


dv 250 Pork Avenve, NEW YORK 17 
155 Sensome Street, SAN FRANCISCO 4 


1939 respectively, have been name 
presidents 
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Now —Kimberly-Clark brings you 


Premium Papers at 
Standard Prices! 





BALSAM AND SPRUCE LOGS — READY FOR THEIR 
ORAMATIC TRANSFORMATION INTO 1950 LEVELCOAT 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim- 
berly-Clark’s four new fully-coated 


Levelcoat* papers with new fiber, 
new formula, give you premium qual 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You'll see 


brightness, feel new smoothness, in 
1950 


new whiteness and 


all four Levelcoat papers In 


make-ready, on low or high speed 


presses, you'll discover new econ- 


omy and dependability. Finally, in 
comparing reproduction with that of 
any other paper, at any price, you'll 
agree there's a striking new difference 
in the quality of printing achieved— 
1950 


So regardless of your paper re- 


with less ink — on Levelcoat. 
quirements — for long runs or short 
runs, for broadsides, magazines or 
house organs — look to Levelcoat for 
printability at its best 


Cooked to a pulp! Wood chips, cooked 10 hours 
in acid liquor, form laps of sulphite pulp. Added 
to this basic paper ingredient for 1950, are the 
exclusive LongLac sulphate fibers. Now Levelcoat 
has a new smoother printing surface, greater fold 
ing endurance, brilliant new whiteness that /asés. 


Hello, Levelcoat! Precision-coated paper winds 
off paper machines turning out 500 tons a day 
Only the highest grade white Georgia clays are 
used in the coating process; and with the new 


formula YoU) more 


Leveleoat provides even 


uniform ink reception, brighter, sharper repro 


luetion than ever before 


An ounce of prevention! Gloss meters measure 
surface contour and gloss of each lot of paper 
There are many other checks, too—79 in all- 
constituting the industry's most extensive qual 
ity control system. That's how it's known new 
Leveleoat gives the press performance and re 
production of higher-priced paper 





Before choosing any printing paper — Look at Leveicoat 


New HIFECT’ Made with strong sulphate 
Permanence, foldability, di 
ity make Hifect ideal for 


cooked hbers 


} 


mensional stab 
covers or any fine letterpress printing 


New LITHOFECT® For offset 


printing, Lithofect provides a moisture-and 


finest 


pick-resistant coating with a strong base 


sheet. Renders colors without loss of density 
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New TRUFECT® Whiter. smoother, folds 
even better than before. Trufect, for letter 
press, offers faster ink setting time. greater 


press dependability, finer reproduction. 


New MULTIFECT®* An economy sheet 
for volume printing. Now, with the new | ong 
Lac fibers 
better foldability, greater uniformity 


1950 


Multifect has added strength, 


KIMBERLY-CLARK 


CORPORATION 


Kimberly 


NEENAH, WISCONSIN 
Clar' 





EFFECTIVE APPROACH 


MECHANICAI 
aN @ igainie 


A publication (monthly) with readership pene 
tration te engineers who hove the real mechani 
col responsibilities NOW 't reaches monoge 
ment, design, production, power and other i 
neering foctors in industry it offers real quality 
cireviation, currently approximotely 33,000 Net 
Poild, end broad engineer contact which cannot 
be duplicated a8 a group by any other circulation 


EFFECTIVE FOLLOW THROUGH 








AND DIRECTORY 


The one reference book fannucl) which ingures 
that the essential doto on your products be readily 
available in the hands of industry's most influen 
tel engineers. ft goes fo 15,000. All of these ore 

Q dé i 9 ' planning designing 
specific ation and production work Al! are buyers 
or hove Grong buying influence. whose business 
or profesiona! connections are on record 





Rates and information spon request 
Published by 


THE AMERICAN SOCIETY OF 
MECHANICAL ENGINEERS 


29 WEST 39TH STREET NEW YORK 18. N 





$1.5 Billion to be 
Spent by Telephone 
Industry in 1950! 
A RICH MARKET FOR— 


Adding & Bookkeeping mec hines—Ad 
Gressing machines—Air cleaning equip- 
ment—Anchors—Auger bits—Betteries. 
Gry coll, sterege—Bottery charging 
equipment — Ceble — Conduit — Cross- 
orms — Cable ree! corriers — Cords — 
Drills—First cid equipment—insuletors 
-—Motor Truch»—Poles—Pole line heard- 
were — Linemen's occessories —- Office 
furniture — Operetor's choirs — Peper — 
Printed forms—Protective equipment— 
Pins—Selder— Soldering irons — Switch 
beords— Telephones — Tape — Trailers — 
Tools—Trvch bodies, Wire and hundreds 
of other items used in o telephone plant 


You con reach every telephone 
compony in the U. S$. through 


Fortnightly 
TELEPHONE ENGINEER 
clrevietion 11,582 
For semple copies, rete cards, 
circulation breakdown, etc., Write 


TELEPHONE ENGINEER 
Publishing Corporation 
Phone ROgers Port 43040 
7720 Sheridan Rood — Chicago 24, Ii 
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Problems 


Continued from Page 24) 


tracts and scheduling are handled 
by me personally, the volume being 
such that I have been able to do so 
as a matter of routine and to the 
general satisfaction of all con 
cerned 

Will you kindly advise as to just 
how an agency would be able to 
serve to advantage in a case like this 
without working through me and 
clearing all advertising copy and 
layouts through my office? In 
other words, what could be gained 
by the change ?—Apvertisinc Man 

ACER 

We eppreciate your problem and 
can understand how you might feel 
that an agency might not have any 
thing to offer. It certainly is true that 
your agency would depend heavily on 
you to furnish basic technical infor 
mation so necessary in doing a good 
job for your products. 

Today most publishers pay an 
igency commission. If you carefully 
select an industrial advertising agen 
cy, they should be able to do a great 
deal of work for you without costing 
your company any money. There are 
many very fine and able men engaged 
n industrial advertising; we believe 
you will be able to find one who will 
work very closely with you. 

While it is generally agreed that it 
is best to let the advertising agency 
handle production to insure their re 
sponsibility for final results, this is 
not entirely necessary 

Some companies that do not want 
to pay advertising agencies out-ol 
pocket expense handie their own pro 
luction. Here the company does not 
pay the agency any money but does 
get full service for the publisher's 
1S agency commission. If you suc 
g an able and business 
like agency, vou will find that their 


outside viewpoint and experience with 


ceed in getting 


ther accounts will begin working for 
vou and this in time may represent 
one of their most valued services 

» we urge you to take on an agen 
cy and put them to work, so that you 
will have more time for over-all plan 
ning, market research, public rela 
tions and perhaps also for sales man 


iwement 


News Advertising? 

We have a very good agency that 
plans our advertising well in ad 
vance. Our only problem is that we 
have such splendid ad schedules 


that we hesitate to break into the 


schedule for special opportunities, 

such as news or new developments. 

Our present method is very comfort- 

able, but sometimes my conscience 

bothers me. What are your 
thoughts on this subject?——Ap- 

VERTISING MANAGER 

You are fortunate in having an 
agency that works well in advance so 
that you have nothing to worry about. 
Many agencies just seem never to be 
able to keep ahead, while in many 
cases it is the so and so advertising 
manager's fault, or the fault may be 
divided between manager and agency. 

We urge you always to try to take 
advantage of new situations or current 
news in the industry if you have any- 
thing worth while to contribute. Re- 
member, however, that simply run- 
ning a news heading under more or 
less institutional copy is insincere and 
disappointing. 

But if you actually have informa- 
tion that is of interest to your cus- 
tomers and prospective customers, 
by all means break into your schedule. 


Make the most of it. 


Reciprocity 

Our company is not very con 
scious of reciprocity and does not 
use it at all in its selling. Do you 
believe there might be an oppor- 
tunity here for me, as advertising 
manager, to point out these oppor- 
tunities and so prove more helpful 
to my company ?—ADVERTISING 

MANAGER 

The use of reciprocity represents 
the lowest form of selling; I buy from 
you, and therefore, you should buy 
from me. That is not a good buying 
reason, if | am now buying carefully 
the equipment and materials that I 
believe will be most useful and most 
efficient for my plant. 

Moreover. we do not believe reci- 
procity may be used as a defensive 
measure. If you are buying freely 
from a company, which, at the same 
time, does not seem to give a fair break 
or reasonable consideration, then the 
salesman or perhaps the sales man- 
ager should be fortified with the facts, 
so that the company in question may 
be more inclined, at least, to a fair 
hearing. Using pressure along recipro- 
cal lines, however, usually does not 
make for good will, and should be 


avoided 


Kopecki Named at Pennsalt 

Ernest S. Kopecki, formerly metallur- 
gical editor of /Jron Age, New York, has 
joined Pennsylvania Salt Mfg. Co. as 
special 


sales service representative, 


chemicals department 
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an Informative 
New Study 
telling You 


HOW TO SELL 
THE EXPANDING 
HOSPITAL FOOD MARKET 


equipment buying read... and a list 
of the 42 “most-mentioned” subjects of 
interest to them—an invaluable list of 
idea-starters for account executives and 


Here in this new book are the results of 
a detailed survey made by Critchfield 
& Company to determine the “who”, 


“how”, and “what” of food advertising 
in the great and growing hospital field. 

It gives you three distinct and ex- 
tremely useful pieces of information: An 
identification of the executives in hos- 
pitals to whom food and equipment 
advertising should be addressed .. . a 
readership evaluation of the 17 media 
which those responsible for food and 


copywriters, 

Objective, factual, and useful, this 
book is offered free (while 1,000 cop- 
ies last) to advertisers and advertising 
agency men interested in introducing 
new food products, or enlarging the sale 
of established products, in the rapidly 
expanding hospital market. 


WRITE OR WIRE FOR YOUR COPY NOW! 


a Htiital * 


Largest paid ABC 


hospital circulation 


Mans fete 


Also available: 
4 new study of 
hospital architects 


* 


100 E. OHIO STREET ° CHICAGO 11 





PREFERRED READING AMONG HOSPITAL EXECUTIVES 
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CLOSE APPRAISAL of advertising’s potentialities today and tomorrow was made 
by leading executives at the second annual advertising workshop, “Forum for °50,” 
sponsored by the Advertising Club of Grand Rapids, Mich. Speakers included 
(from left) Wesley Aves, club president; William A. Marsteller, vice-president, 
Rockwell Mfg. Co.; Elon G. Borton, president, Advertising Federation of Ameri- 
ca; and Fairfax M. Cone, chairman of the board, Foote, Cone & Belding, and vice- 
chairman of the American Association of Advertising Agencies. Marsteller is 
past president of the National Industrial Advertising Association 


ction and accused union 


Union Returns Freedoms 
so otry and devotion to nar 
Award, Calls It 'Phoney ra les.” Union officials stopped 


rw YorK A gold 1 lal and a S600 1 of the public ition when they 
check awarded by the Fre t editorial 


lation to the International Brotherhood its announcement of the 


of Pener Makers. AF. will be returned sward, said that “a large 


money given by the founda 
mtributed by wealthy men 
tly seek to w rp the think 
Americans by luring them 
All these propagan 

sate PUT Pose 


ch and to cripple 


editorial denoun ing the union's 


Wall 


ose not Freedoms 
officials of this 
ind devotion te 


selfishness places 


on Page 130) 


Free vs. Paid Discussion 
Raises Standards: Beard 


Curcaco—The standards for both 
paid and free circulation business pub- 
lications will be raised as a result of re 
cent and current controversial discus- 
sions of circulation methods, William K. 
Beard Jr., executive vice-president, As 
sociated Business Publications, said at 
the February meeting of the Dotted Line 
Club 

“Inc reasing interest m ¢ irculations on 
the part of advertisers and agencies,” he 
explained, “is bound to mean more at- 
tention to methods and hence generally 
higher standards. It is idle to suggest 
that all paid circulations are perfect and 
that all free circulations are bad. There 
is room for improvement in both groups, 
and I am sure that the discussions which 
have been under way in the past year 
or two will have that result.” 

Mr. Beard said that 1950 will be a 
year of decision in the study of business 
paper readership. Although ABP has 
spent $70,000 for research, and with 
three member publications will spend 
another $70,000 in 1950, he intimated 
that it is not yet evident that the ex 
penditure has resulted in better use of 
industrial advertising in business papers 

In the near future there will be a 
substantial increase in the number of 
business publications affiliated with 
ABP. Mr. Beard believes. The 34-year 
old organization now has a membership 
of 102. It will continue to promote paid 
circulation. but not in a belligerent way 


he come ludes 


March Succeeds Davis 
as Worthington A. M. 

Harrison, N. J.—Robert P. March 
has been appointed adve rtising manager 
of Worthington Pump & Machinery 
Corp. to succeed Adin I Davis who 
resigned to become managing director 
of Controlled Circulation Audit, New 
York. He is a vice-president of the In 
dustrial Marketers of New Jersey and 
a director of the Exhibitors Advisory 


Council 


Kimberly-Clark Boosts Sharp, Catlin 
\. G. Sharp and J. B. Catlin, who 
have served Kimberly-Clark Corp. since 
1930. have been appointed general sates 
manager and general merchandising 
manager respectively. Mr. Sharp also is 


assistant to the vice-president 
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IN MASS PRODUCTION the proper tools are essential. 


IN MASS SELLING broper tools are just as necessary. 


ADVERTISING is the most important tool for salesmanagers to open more doors for thei 
salesmen. It contacts new prospects, arouses interest, establishes product identification, 
and builds prestige 

In the Chemical Process Industries the most effective advertising medium is Carmicat 
ENGINEERING 


THE LARGEST GROUP OF INDUSTRIAL ADVERTISERS has proven time and time again that whatever 


the advertising job it has to do, Curemicat ENGINEERING does it and does it effectively 
That's why, year after year. more pages of advertising appeared in CHEMICAL ENGINEERING 
than in any other monthly business magazine 

Last year was typical. Here is the record of advertising in the five leading magazines sery 


ing the chemical industry in 1949: 
3348.92 pages 
1494.72 1452.50 


1120.84 pages pages 
pages re 





CHEMICAL ENGINEERING Mogazine A Mogazine 8 Magazine ( Mogazine D 


[his weponderance of advertising in CHEMICAL ENGINEERING — Over twice as much as its 
nearest competitor —is not the result of luck or chance. It represents the mature judg 
ment of the greatest group of industrial advertisers — 582 of them 

In 1949, these industries made shipments valued at 35 Bittion Dowrars.* It takes a 
‘heap’ of Mass selling to move this volume. Salesmen need all the help they can get, to do it 


MR. SALESMANAGER, are you going to get your share of the materials, equipment, services, 


and supplies required to manufacture this 35 billion dollars worth of finished products? 
MR. SALESMANAGER, clo you not want the advertising support for your salesmen that has been 
selected two to one over competition? If you do, talk it over with your advertising man- 
ager and your advertising agency. 

It will also be worthwhile to get the complete story first hand from the Cuemicat 


ENGINE FRING re pre sentative in your territory 


*1947 Census of Manufactures 


Membr dudit Bureau of Circulations {ssociated Business Publications 


/ , / A McGraw-Hill Publication— 330 West 42nd Street, New York 18, N. Y. 
{ VMI 


( WYN VIMY @ ® 
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“AN EXTREMELY VALUABLE BOOK 


| s It's Easy to Decide Where You're Going 
age and How to Get There when You Use the 


F. J. WHELAN Market Data Book 


Vice-President 
66 HANKS for the Market Data Book, and 


. 
Worthington congratulations on the very thorough job 
Pump and you have done in preparing the data contained 
e within its covers. This book is extremely valuable 
Machinery 
el 
Corporation 








to anybody in the industrial distribution field.” 


Yew 1950 INDUSTRIAL 


MEDIA DATA IN 1950 


Page Me's 
Abervethy Publ. Ca, ine at 
Advertining A 33. 
Aeronautica! Engineeriog Catalog 7" 
Aeronautical Engineering Review 7 
Americas Artisan -5) 
Americas Autemetile (Overseas 
IMthea) 728-729 


ity 
American Aviation Publications Ine 
Amerions Aviation World. Wide 





ae 
100. H 
Better & Cheese feview 71 
American Carbenater & Gettier = 
American Ceramic Society, The 137 
American Coravie Seeirty Bulletin iw 
Americas Chemical Gesiety News (40-14! 
Americar Chemical Sectety 
Padiications 140-14) 
Amerieas City. The 2 
American Coq & Poultry Review 
American Exporter 
American € «perter—!edustrial 
American 2 awe of Electrical 


mein 
amalese U Levberwer & Bullding 
ete Merehand iver 
ta 


Resteurert Megasive 
Society of Civil! Engineers 
Werts Asesiation 
140. 


4 
Amociated “Construction Publications 
Automotive News ? 


Bedding 

Bramsen Publishing Co 

— fr Corn 
Digest. The 

Buicing Supely Non 


Comins: y Calles 


LOOK FOR THIS EMBLEM oy Ghose Feblieatiens. Oana 


REFERENCE 4 Chemical & Engivecring News io. 
in the advertisement of o business publico SE ’ crit Eestnewig \ 
tion it meons thet the publication hes filed, in WOUSTRIAL MARKETING'S Seal Age pparocess see 
the INDUSTRIAL MARKET DATA BOOK Number edaatehe Coma geial, Retranration & Air 
detailed focts regarding its editorial services, circu Cenerste Products 
lation, iivesen eae studies, etc.. and this will eee a Conover. Mast ever er Ss * ieee 
be found adjecent to date on the market served. Book NumseE Concver. tact Purchasing Dirsetery _ 33! 
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IN INDUSTRIAL DISTRIBUTION 


says F. J. Whelan, vice-president of Worthington 


Pump and Machinery Corporation. Mr. Whelan’s 


comment bears out what hundreds of other ex- 


ecutives will tell you 


the MARKET DATA 


BOOK is a valuable reference and an accurate 


guide: Here in one place you have the informa- 


tional equivalent of two or three file drawers of 


data covering 84 industrial and trade markets - 


formats, rates and circulations of all the business 


papers serving the U.S. and Canada — directories 


of trade associations —— digests of special market 


data available from publishers and factual 
media presentations of leading business papers, 
enabling you to assay their value for your pur- 
poses. Yes, it’s easy to decide what markets 
you're going into, and what media are best for 
getting you there, when you study markets and 
media side by side in the MARKET DATA 
BOOK. And you can be sure that the schedule 


you build in this way will be a sound one. 


MARKET DATA BOOK 


EDITION AVAILABLE ON THE FOLLOWING PUBLICATIONS: 


Coastruction Bultetia 
Coestrvetios Digest 
Constructioneer 

Const: vetion ond Monthly 
Constructer, Th 

Contractors end “eepincers Monthly 


Qosprove Publisnieg Co. 
ioe Gin and O1f MI Press, The 


Dairy Industries Catales 
Ole Castings 
Dixie Contracter 
Deedee Corse... F. W. 
105, 116-117 
Demestic Engineering 
Domestic Engineering Catalog 
Directory 


145, 179. 


Ei Autemevi! Americanre 


Electrical Construction & 
Malsterance 
Electrical Engineering 


Electrics! Publications, Ine 
Seutn 


Crpertader Americans 
Factory Genagoment & Maintenance 


Farm implemert tees 
Forshelt Ce.. The 
Finten 

Finishing Publications 
we Engircering 
Florists’ Telegraph Oetivery News 
Ld 


teow 
Flew 


Ine 


Directory, The 

tedust-tes Catalogs 
Food Packer, The 
Foundry. The 

Fritz Publications, 
Fuctelt & Of Heat 
Fuctelt & 
tadustry Direct 


Ime. 


Gillette Publishing Co. 


dom 
Guscow Publications, ine 


Hayweed Publ. Ce 
Heaticg, Pipieg & Air 
Conditioning 
Heating Publ 
Mespital Maragement 


joe Cream Review 
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when ycur SALES PROBLEM 


calls for TEAMWORK 


of space and direct mail 


“ re ready with the largest lietse of 
s and wholesalers ever 
© searegated, class 
. direet- mall 

; cally luce 
nine g at the stert groups tha 

y be dead. af you 
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PLUMBING & HEATING BUSINESS 
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PLUMBING & HEATING 
BUSINESS 


Grend Central Termine! Suliding 
New York 17. New York 











Our Readers 
Are Buying 


@ Production Machinery 
@ Wood Finishes 
@ Sprey Guns 


@ Gives and Giue-Room Equip- 
ment 


@ Portable Sanders, Routers, 
Drills, Sows ond Tools 


@ Abrasives and Sanding Equip- 
ment 


@ Carbide Sows, Cutters & Knives 


@ Cutting Tool Grinders and 
Sharpeners 


@ Dimension Stock, Plywood & 
Lumber 


@ Wood Screws and Fasteners 


@ Conveyors and Handling 
Equipment 


Write for Mertet 
And Media Date 


Woodworkers 
Reporter 


COSGROVE PUBLISHING CO. 
GRAND RAPIDS 2, MICH. 
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WHEN PHOTOGRAPHIC night was held at a meeting of the Philadelphia In- 
dustrial Editors Association, Larry Keighley, photographer for The Saturday 
Evening Post gave an address and presented awards to winners of a photographic 
contest. Mr. Keighley (seated, extreme right) discusses winning photos with Wil- 
liam Smith (seated, center), editor of Leeds Northrup Co.'s “Cooperator,” which 
took three first place awards in the amateur field. Abner Van Fosse, (seated 
left) was one of the judges of the contest, and standing, from left: Robert White- 
law, Philip Lind and Arthur Higbee, members of the competition committee. 


Union Returns Awards 


Continued from Page 126) 


them in a class with the witch hunters 
of old and whose callous indifference to 
the welfare of their subjects places them 
in a class with Benedict Arnold 

No information about Freedoms 
Foundation is available to the leaders 
of the IBPM today which was not avail 
ible weeks before the award was pre 
sented. The only objection to the foun 
dation these men have today is that it 
s supported largely by successful and 
independent men who have honestly 
made a great deal of money increas 
ingly higher paid professional unioneers 
would have us think there is something 
sinister in success and something crim 


inal in operating a business.” 


Published Survey Analyzes 
Architectural Buying Habits 


New York 


architect intlhuences 69 


Building owners say that 
of buving 
sions as to type of product, and 56 

sions on brand of product, ac 

t a survey by Progressive 
Reinhold Publishing Co 

The survey is based on a study of 441 
vidual products in 100 recently 
ed buildings located in 13 major 
ies, and was sponsored by the pub 
tion in conjunction with the Ameri 


an Institute of Architects and the Pro 
ducers’ Council, Inc 

The survey called “Facts for Planning 
Building Product Sales” delves into the 
buying habits of architectural men in 
the selection and specification of build 
ing products, materials and equipment, 
and is based on interviews with owners, 
contractors, real estate firms, banks, 
consulting engineers and architectural 
firms. Lleyd H. Hall Co.. New York 
conducted the survey 

An average of 107 questions were 
asked of respondents for each building 
studied. To the question, “Other than 
design or structural considerations, 
what was your major reason for ap 
proving the use of these products?” the 
building owners said the architect's 
recommendation was the main factor in 
67 of the decisions as to type of prod 


uct to be used, 52 


of the decisions on 
brand of product to be used 

In addition to buying practices, the 
report gives a breakdown on the or 


ganization of 100 architectural firms 


EAC Elects Miner President 

dD. ¢ Miner, advertising manager, 
E. F. Houghton & Co., Philadelphia, has 
been elected president of the Exhibitors 
Advisory Council to succeed M. L. Nei 
son, who became ineligible for the 
presidency when he resigned as manager 
of exhibits, I S. Steel Corp., to j)om 
DeVorn Exhibits, Cleveland 
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Reorganize ‘Industry 
& Power’; ‘Plant’ Started 


Sr. Josern, Mica 
tives and four sales 


Three key execu 
epresentatives and 
editors have resigned from Maujer 
Publishing Co.'s Industry & Power to 
organize a new publication, The Plant, 
appearing in April 

from a 
disagreement among the owners. Plant 
Publishing Co with the 


following 


The resignations resulted 
tormed 
held 
ponding positions oa Industry & Pou 
er: A. R. Maujer, president and pub 
William T. Watt 


dent and general manager 


was 


officers who corres 


lisher vice- presi 


and R. W 
and assist 


besides the 


“trauss, secretary-treasurer 
Directors 


Ww. W 


representative; R. B 


ant publisher 


officers, are Brown, Chicago ad 


vertising Rogers, 
Cleveland 
H. | 
Poole 

A. M. Re 


oritvy owners ot 


advertising representative ; 
Hollensbe editor und W. FE 
editor 

and C. L. Seaman, ma 
Maujer Publishing 
Co., purchased the interests of Mr 
Maujer and his brother, P. C. Maujer, 


been temporari 


associate 


after the company had 


ly in the hands of receivers, appointed 
on petition of A. R. Maujer 
Industry & Power 5 


und general manager of New York and 


new pre sident 


Eastern territories is Mr. Seaman, who 

announced these 
Luther E. Crist 

MecGraw-Hill’s Che 


ring and Food Industries 


other new personnel 


sales man 


Engi 


former 


ager mical 
vice 
president in charge of the Chi ago of 
William J. Hargest 


{merican Exporter Industria 


M. J 


former editor, 
editor; 
Sanders, former promot 
Industry & Power ce-president 
ind assistant publisher; and O. DeWitt 
Young Philadelphia represent 
ative vice-president, Cleveland 
Don Harway & Cx 
Pacific Coast representative 

The publishers 
that Industry & Power 


listributed 


on man 


former 
terri 
tory continues as 
issued a statement 
will continue to 
without interruption, to 


the publication's exclusive controlled 


circulation list 


James H. McGraw Jr. Resigns 
as President, McGraw-Hill 
James H. McGraw Jr.. 
chairman of the board of the McGraw 
Hill Publishing Co., has 


reasons of health 


president and 
resigned for 


Curtis W 


e-pr esident and 


ded by 
« brother, vi« 


He will be succee 
VMcGraw. h 
treasurer of the and 

Willard 
senior vice-president, becomes 
and Joseph A 
president and attorney, be- 
James H. McGraw has 


of the board and presi 


company vice 


chairman of the beard. Col 
Chevalier 

executive vice president 
Cerard:, vice 
comes treasurer 
chairman 
of the 


company for the past 20 
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a a 


| useful guidebook 


for. people 


who prepare 


\nnual Reports 


To give you an idea of the 

scope of this helpful manual 

HERE ARE THE CHAPTER 
HEADINGS: 


@ The Annual Report - Why it is issued 
@ The Balance Sheet 

@ Graphic Explanation 

@ Featuring Scope and I acilities 

@ Managerial Kelationships 

@ Featuring Products 


@ Ensemble Exhibits 


This is an 84 page book that 
contains reproductions of 356 
pages from annual reports and 
interim reports to investors. 


cr 
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The following changes in business pa- 
per specifications have been announced 
since the Market Data Book number of 
Industrial Marketing went to press: 


Agricultural Engineering 
New rates, now effective 
Times Page 14 Page 14 Page 
l $120 $75 $50 
112 69 46 
100 60 40 


American Fabrics 
New rates, now effective 
1 ti. sti 
Page $850 $700 


Black Diamond 
Rates for display advertising in spe- 
cial sections 
Page 230 
ly Page 125 


4 Page 67.50 


Buyers Register 
New rates, now effective 
Times Page 1/2 Page 1/3 Page 
2 $100 $60 $50 
85 50 35 
75 45 0 


Drycleaning Industries 
Drycleaning Industries has changed 
its name to Veighborhood Drycleaner 


Electrical Merchandising 

Harry R. Denmead and William S. 
Hodgkinson have been appointed district 
sales managers of Electrical Merchan- 
dising, New York, a McGraw-Hill pub- 
lication. Denmead will serve as district 
manager for New York, New Jersey and 
Connecticut, and Hodgkinson will have 
charge of the New England territory 
except Connecticut 


Quick Frozen Foods 


New rates, now effective 





lt 6 ti 12 ti 








LOOK FOR 
THIS EMBLEM Fee 


BOOK NUMBER 


When you see it in the advertisements of business publicetions—ia their 
promotion copy in folders, on blotters, in circelars—you are being reminded 
thet the publication has filed its complete reference data in The Market 
Dete Book Nember. It means you con find fects on the publication's edi- 
torial services, circulation, inflvence, merket studies, ond similer 
information, adjacent te complete dete on the morket it serves. 


1/6 Page $60 55 50 


Welding Engineer 
Welding Engineer will now sell space 
in units of 1/3 and 1/6 pages 
1 ti 6 ti 12 ti 
l 3 Page $88 $70 $65 
1/6 Page 50 0) 


Western Advertising 

New r ites, now € flec tive 
Times Page 1/2 Page 

l $200 $120 

6 175 105 

12 150 90 

Extra charge per page for first color, 
$50: additional colors, $40 extra 
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This four page folder gives information 
about a new 58-page copy fitting manual. 
The manual, an invaluable working aid 


CIRCLE 303 ON READERS’ SERVICE CARD 


304—Business Plans For New 
Plants and Equipment 

This detailed study, made by the Mc- 
Graw-Hill Department of Economics gi 


equipment this year—13% less than was 
actually spent last year, (2) manufacturers 
will expand capacity about 3% in 1950, 
(3) profits and reserves are expected to 
provide 92% of 1950 investment funds 
of manufacturers. 


CIRCLE 304 ON READERS’ SERVICE CARD 


Readers’ Service Dept., INDUSTRIAL MARKETING 
Please send me the following research and media data: 
301 302 303 304 305 +306 #307 #« 308 
309 «6310 «6311 «©6312 «63130 «63140 35 


(Piwese print er *ype intormatios below! 
Note: Inquiries for items listed not serviced beyond Jene 15, 
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BUSINESS REPLY CARD 








First Closs Permit No. 9%, Sec. 516, 7. ©. & R., Cilcege, i. 
Readers’ Service Dept. 


INDUSTRIAL MARKETING 
100 East Ohio Street 
Chicago 11, ill. 
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SEND FOR THESE MARKETING AIDS 





CIRCLE 311 ON READERS’ SERVICE CARD 


312-—Shor?t Course In Die 
Cutting and Punching 


wy byw and then, most of us have 
a job requires punching of index die 











BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 510, PL. & KR. Cilcege, if. 
Readers’ Service Dept. 


INDUSTRIAL MARKETING 


100 East Ohio Street 
Chicago 11, Ill. 
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Readers’ Service Dept., INDUSTRIAL MARKETING 5003 
Please send me the following research and media data: 
301 302 303 304 305 306 307 «308 
309 «6310 «63180 «©6312)0«6©6313) 314) = 315s 38 


(Please print or type information below! 
Mote: Inquiries for items listed not serviced beyond June 15, 1950 


CIRCLE 316 ON READERS’ SERVICE CARD 
»_R USE THESE RETURN 
CARDS FOR PUBLICATIONS 
MENTIONED ON THIS PAGE 
. 

These handy retum cards will 
save you time and help you get 
facts to aid in your market plan- 
ning. Use thern today! Indus- 
trial Marketing's fact - packed 
advertising pages contain clues 
to more efficient marketing of 
your products. Check these 
pages now. When you write IM 
advertisers mention Industrial 
Marketing. Or use these cards 
to get booklets offered in IM's 

advertising pages. 





SALES training and testing are both 
functions of this “self-scorer,” which 
helps make tests an integral part of the 
learning process. Self-scorer is like 
punchboard. Trainees answer objective 
questions by punching holes in a plasti- 
bound answer sheet. When correct an- 
swer is punched, a red dot appears in the 
hole. A wrong answer leaves blank hole. 
Trainees learn during test, rather than 
take time off for test. Thus time is 
saved. Scorer, used by Peoples Gas 
Light & Coke Co. of Chicago and 
Stewart-Warner Corp., is supplied by 
Science Research Associates, Chicago. 


Omit Institutional Ads? 


Continued from Page 56) 


the reader's thinking, and actions, 
over a long period of time. When they 
are called upon to make a decision 
between two products of apparently 
equal merits, and one bears the name 
of Westinghouse, it is likely that these 
ads will pay off. 

Now look at the other Westinghouse 
ad. It appeared in a general business 
publication, but it was written to do a 
specific job. It sells Westinghouse Mo 
tors, and more specifically the West 
inghouse Motor Exchange Service. 
This ad asks for immediate action. It 
will get it. 

This difference is apparent in the 
two Dietzgen ads. In one of these 
Dietzgen sells its name and ability, 
rather than a product. It is appealing 
for recognition at a future date, rather 
than an order today. 

The illustration and the copy are 
designed to secure and hold the at- 
tention of a greater number of read 
ers than would be interested in any 
single Dietzgen product. In the sec- 
ond Dietzgen ad a specific product is 
advertised. Here the reader is told why 
the product is better, and why it will 
serve him. The stimulus is for im- 
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Where to Buy 


or Sell in Indiana 


Includes complete 
Travel and 
Shipping 


information 


Every businessman concerned with sales, adver- 
tising or distribution in Indiana should have a 
copy of this big, 300-page, 7th Edition of the 
Indiana Industrial Directory. Lists 700 cities, 
towns and communities in the state, with de- 
tailed information about 10,000 industries, banks, 
hotels, radio stations, utilities, ete., including 
personnel. Gives air, automobile and railroad 
routes, truck terminals, ete. The only source for 
all of this information in one completely indexed 
book—just off the press. To avoid bookkeeping 
mail check for $10.00 with order. Money cheerfully 
refunded if not as expected. 


Indispensable Advertising, Sales 
and Shipping Data 


Newspapers - Publication 
Schedules, Officials, etc. 


. 700 cities and towns, location, 
population, etc 
10,000 businesses, description, 
officers, etc 


Institutions 

Schools and Colleges, Paris, etc. 
Transportation 

Railroads, air, bus and freight 
lines, type of service, etc. 9. Airports 

Lines, officials, etc. 


8. Hotels 


Utilities 


Water, light and power, gas . Radio Stations 


Banks and officials Affiliations, etc. 


Only $10.00—pays for itself many times over! 


INDIANA STATE CHAMBER OF COMMERCE 
INDIANAPOLIS, INDIANA 








mediate action. This ad is designed to 
sell Dietzgen today. 

Institutional advertising is slow to 
take effect, and must be continued a 
long time before its benefits can be 
realized. This is because it is selling a 
concept rather than a product or serv- 
ice. By the same token, when this con- 
cept has been firmly implanted in the 
mind of the prospect, it is hard to 
dislodge. The favorable opinion of the 
institutional advertiser's products will 
exist even when the prospect has not 


YOURS FREE! 


ie Short Cuts 


TELLS YOU HOW TO 
PREPARE ART AND COPY 
FOR OFFSET PRINTING 


Te raeraas 
YOUR Sma PUBLIC ATION 


seen an advertisement for some time. 


How to scale pictures quickly for When management decides the time 


offset reproduction? How to sepa- 
rate for color the simpliest way? 
How to use copy sheets for speedy that can be temporarily discontinued 
layout and arrangement? This help- with the least unfavorable influence 
ful book gives you many hints that on the immediate selling program. 
will save you time and money—it's While this advertising is valuable in 
a book we've built for you out of insuring the company’s future, it can 
our many yeers of Gaporence. have no value whatsoever to a de- 
funct company, and savings today may 
be the best insurance of the future. 


has come to cut expenses to avoid a 
year-end loss, this is the advertising 


RAPID COPY SERVICE, INC. 


CHICAGO 6 


So, what about the size of the budg 
et? If management expects to use the 


Phone: STate 2-5977 ability of advertising to create and 
store sales-producing good will for use 


123 N WACKER. ORIVE 


in future years, management must ex 
oe to pay for that good will when 








best able to do so. It is up to each 





company to be continually alert to 
recognize the times when it can af 
ford the cost. 


LeTourneau Promotes Serkowich 
Joe H. Serkowich has been named ad 
vertising manager of R. G. LeTourneau, 
Ime 9 Peor a, Il . 


earthmoving and 


ae Years Old | 


The complete format redesign and 
expansion of editorial services in 
Trathe World, developed and put into 
practice the pasc two years, has been 
tested and proven as far as the 40,000 
transportation men who read Traffic 
World each week are concerned 

These changes were guided and 
governed by careful editorial research 
conducted before and after and which 
is still being conducted by the Eastman 
Research Organization, as a continu 
ing preview and review of Traffic 
World's readership 

So, if there is such a thing as a new 


43 year old publication, Traffic World 


si 


This in itself does not justify inclu- 
sion of Traffic World on advertising 
schedules, but coupled with the fact 
that Trafhe World readers are active 
and consistent buyers of equipment, 
supplies, and services io transporta- 
tion, distribution, and shipping will 
justify Traffic World's place on your 
schedule 


Let us give you the latest market 
facts and recent copies of the publica- 
tion. No obligation, of course. 


CHICAGO 
418 S. Market St. 
Wabash 2-2882 


NEW YORK 
122 E. 42nd Se. 
Oregon 9-3188 


WASHINGTON, D. C. 


815 Washington Bidg 
Sterling 7325 


onstruction equip 

ment manulactur 

ers, replacing Eu 

gene FE Wevyeneth, 

who left LeTour 

neau to join the 

McGraw-Hill Pub 

lishing Co. For 

merly assistant ad 

vertising manager 

: at LeTourneau, 
Serkowich Mr. Serkowich was 
previously with the advertising depart 
ment of Caterpillar Tractor Co. and Hos 
ler Advertising, industrial agency, Pe 


oria 


Fraase Promotes Dolan 

Bernard M. Dolan, for the past 12 years 
merchandising manager of Peter A 
Fraase & Co.. New York steel distribu 
tor, has been appointed manager of 
sales and advertising. He is president of 
the National Industrial Advertisers As 
sociation 


INDUSTRIAL MARKETING, March, 1950 





Photo Features 


(Continued from Page 54) 





= 


/ 
considerably with the talents, prestige @ 
and geographical location of the pho- { 
tographer. In other than metropolitan now ojfers 
areas, a top man can be obtained for 


$50 or $75 a day. In New York, the Paid Circulation plus 


same man would have to charge 


eee ene Certified Controlled Readership 


tection be sure that negative surrender 
is 1m luded. 

If the photographer in your town 
does not have industrial photographic Paid Circulation 


” aS subscribe *AS s 
experience, invest $5 in the book Every paid subscriber to GAS pays 


ps ‘ - . the full subscription price. In Decem- 
How To Take Industrial Photo ber 1945 GAS showed an average total net paid of 2698*, in 

graphs” by Zinke and Beasley (M« December 1949 paid subscribers totalled 2991. 

Graw-Hill). After an evening with *ABC Publisher’s Statement 

this book, any good photographic tech- 


nician will have worked out an ap MIME Forty leading manufacturers who 

. have been selling the gas industry 
proach to industrial assignments. The for years, provide us at frequent 
book illustrates the “right” and the intervals with their confidential lists of executives they contact 
and on whom their salesmen call. Executives not already in- 
cluded in our paid or controlled lists are added to receive GAS 


“wrong” ways to shoot industrial pic 


tures. It also gives lighting diagrams each month. Every name on the GAS directed list was supplied 
and other technical data for each of by these forty manufacturers. Every name is a man of im- 
the setups illustrated. portance in the selection of products for his company. 
Your photographs must be sharp, 
the lighting good and the subjects well 100% proof that GAS is read by the 
compose 1. For the photo feature you Certified Readership people who are qualified to buy your 
products...here is how the plan 
must have sequence and not have to ; 
works 
depend on your copy to explain away 


gaps in the story. Also, people like 1. 6 months ofter o Controtied reoder 2. If the onswer to either of the ebove 
. is odded, ond every 12 months questions 46° «4“No.” thet reeder tt 
to see people Have vour sul jects thereetter, he is asked the following promptly dropped trom the circule- 
| | j | ' | t th Questions tron 
domg something, and don f rem A. Are you finding GAS wsetul? 
look at the camera while they are Ves__ We This querentees to the advertiser 
B. De you with te continue receiving 0OO% twe civculetion — curculetion 
GaAs? free of wnreed copies—aond tree of 
deadwood in the shope of copies go 
Non Readers are Eluomimated ing to those who hove left the field 


97.8% VERIFIED READERSHIP REVEALED BY SURVEY OF 
TYPICAL INDUSTRIAL AREA — PITTSBURGH, PENNA. 


Don’t Spare The Film! Out of a total of 42 controlled subscriptions in the area 


Verified Readership | 37 answered “Yes we are finding GAS useful, and wish to 
| contin eceivir J subscriptions were dropped from 

. | . { Controlled | atnue 6 a 
4 lesson still to be learned in the o our circulation bst—1 “not reed. not wanted” and 2 
Circulation no longer witt pany”—and all 3 were replaced by the 
distributor with names of the new buying authoribes in 


doing it 
. Ves No 
Specifically, your print submissions 


should be glossy prints, either 5x7” 


or 8x10” in size. 


industrial field is that you can’t over 
95.3 | che gas companies 


shoot an assignment. If you think ten 


Ss _ -- + 


photographs will do the job take 25. 
Verified Readership 


of Paid Circulation 


100.0 


including different angles of the same 

set-up. This “overshooting” not only 

provides you with a selection of pho 

tographs, but in the case of the semi- TOTAL SUBSCRIPTIONS IN PITTSBURGH 

exclusive, it enables you to submit dif.- Verified Readership 97.8% 

ferent photographs to the various pub- 

lic Caen pene much apprec er Total Circulation more than 7000 
monthly ... More Gas Industry Cover- 

age than the next two publications 

combined. For maximum results, 

schedule GAS. 


See SSS SSH HSS ee ew 4 


S PUBLICATION 


{ geles 4, Calif + 


by the editors 

When on location, film and flash 
bulbs are the least of your expense. 
so encourage your photographer to 
keep tripping his shutter. You can do 


this and still keep a weather eye on A JENKIN 
ISR S A Aan Se 


your budget by hiring the photogra 


pher by the day rather than by the NEW YORK CHICAGO TULSA 
ICCA, 1) West 42nd Se 1064 Peoptes Ges Bidg. 1341 5 one 


photograph. CHickering 4-1939 WAbesh 2-2589 Phone 2- 


One of the problems that may con GAS is a companion publication to Butane-Propane News 
front the publicist in working up a 


photo-feature is that the advertising 
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“ewe wee 
Get Ready! we're Getting 


FOR 50 YEARS the lead- 
ing daily newspaper of 
the steel and metal in- 
dustries. An effective, 
low-cost medium for 
sellers of metal prod- 
ucts and equipment. 
ar) 


AMERICAN 
METAL © 
MARKET “Sort” 


18 Clif Street © New York 7, N. Y. 


Set. Let's GO!— into the 
1950-51 
BEDDING 
Buyers’ Guide & 
Composite Catalog 


Just another Directory?"* 


“SUM! This is neo dusteateher! 
Buying Guide wed the a tel 
tees.” 


W's @ 


volueble reference book of the Sleep 
vipment industry will soon go to pres 
Lists sources of supplies 
catelog pages of sumerovs 
ern A PROVED boot for adver 
tieers. Get folder Facts Moke reser 
on now tor hoicest position Fina 

se Moy ta 


PROOF OF RESULTS 


Read what leaders in the 
industry think of this 
Annual ond how they use 
+t Pree folder! 








Merchandise Mart, Chicago 54 
A LT AA NT BRN 


136 


department is planning to use many of 
the same pictures in advertisements. 
It stands to reason that the most pa- 
tient editor ever to wield a blue pencil 
will bite the corner off his desk if he 
comes out with a story in the form of 
news and finds the same photos and 
story appearing concurrently in the 
form of an advertisement, possibly in 
his own publication! Imagine your 
future relations with this editor if you 
were the guilty publicist. 
The answer is clear—if the pho- 
tographs have appeared in an adver- 
tisement, forget the story as publicity 
material. The logical way to handle 
the problem is to release the story as 
news first. After all, it is only news 
once. Following its appearance, the 
same story may appear in the form 
of an advertisement. The previous pub- 
licity appearance certainly won't hurt, 
in fact, may increase the impact of 
the advertisement. 

lhe only time you can justify simul- 
taneous appearances as a photo fea- 
ture and an ad is when you have some- 
thing really new that the editor feels 
he must present to his readers. Even 
then, try to give him as much of a 
break as you can by using different 
photographs and by releasing your 
story as quickly as possible. In many 
cases, prompt release will permit the 
editor to beat the appearance of the 


advertisement by an issue or two 


Varginal Photo-Feature Outlets 


In addition to the trade publica- 
tions, the industrial publicist should 
keep in mind the many marginal out 
lets for his material such as the Sun- 
day supplement, rotogravure sections, 
house magazines and the labor press. 
By exploiting these media whenever 
possible, although the tangible value 
may be doubtful, the favorable public 
opinion generated on behalf of your 
product, company or idea is no less 
valuable in these media than in the 
industrial press proper. These markets, 
incidentally, are the only outlets to 
be considered for “cheesecake” ma- 
terial 

The bosomy lass with the come- 
hither smile and the shapely stems is 
often the lure that gets the industrial 
photograph in the daily newspapers 
or other media. But the 
chances are that draping your drill 
press or turret lathe with a glamorous 
armful won't help you hit industrial 
print. The editor may save it for his 
personal file, but usually there is no 


general 


logical place for such material in trade 
publications. 

In all publicity work it is necessary 
to build up editorial contacts and to 
know your publications. Even so, it 
always pays to query a publication 
before you embark on a project like 
an expensive photo-feature. The query 
may be a phone call, a memo or an 
outline, but be sure to let the editor 
know what you are planning to do. 
Many times he will be able to come up 
with a suggestion or slant that hadn't 
occurred to you. 

Although publicity is much more an 
art than a science, the following check- 
list of “do’s and don'ts,” prepared 
with the assistance of leading business 
paper editors, may prove useful to you 
in the developing and placing of your 
own photo features: 

1. Show people at work whenever 
you logically can. 

2. Submit glossy prints, either 5x7 
or 8x10. 

3. Shoot as many pictures as pos- 
sible when on location. 

1. Hire as good a photographer as 
your budget will stand. 

5. Get model releases—even from 
your own employes. 

6. Don’t submit exclusives without 
querying. 

Don’t use photographs that have 
appeared in ads. 

8. Don’t use prints made from copy 
negatives. 

9. Don’t query unless you are pre- 
pared to deliver promtly. 

10. Don't submit the same photo- 
feature to competitive publications at 
the same time. 

11. Don’t ask for your prints back. 

12. Don’t expect immediate publica- 
tion—-most editors work three or four 


months ahead 


Sales Managers Told Their Titles 
May Be Just a Big Mistake 

Don’t strut. The fact that vou now 
have a certain title or position doesn’t 
prove anything except that maybe in se- 
lecting you somebody made a mistake 
that will be rectified later. 

That advice was given to several 
hundred sales managers by Dr. Kenneth 
MacFarland, superintendent of schools, 
Topeka, Kas., at a sales management 
conference at Ohio State University. As- 
serting that most business failures are 
in reality human failures and personality 
faults, he said: “Before a man can be a 
good business man, good professional 
man, or good tradesman, he must first 
be just a good man.” 
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Employe-Public Relations 


(Continued from Page 62) 


informative advertising in the daily 
press, feeds the radio stations ma 
terial on the activities and attitudes 
of local industry, holds regular live 
wire meetings, and keeps the com- 
munity informed of what’s going on 
through the medium of a small but 
readable little monthly folder called, 
“What's Next?” A lot of the credit 
for the success of these local level ef- 
forts goes to H. (Bill) Williams 
Jr., the Association's public relations 
director. 

Evansville isn’t kidding itself. The 
community knows that, if improve- 
ments on the business and industrial 
front are to be made, somebody in 
Evansville must roll up his sleeves and 
zo to work 

The Chamber of Commerce of the 
United States is making a helpful 
contribution to communities that want 
to carry the story of business educa- 
tion into the schools. Some suggested 
programs are built around the teacher 
who, in turn, is expec ted to translate 
the story in understandable ways to 
the pupils. Other recommended pro 
grams are built around the pupils 
themselves. 

Among the 
ready participated in 


companies that have al- 
‘business edu- 
” in cooperation with com- 
munity several in the 
Midwest Mich. 
several adjoining cities report great 
efforts t 
story of business into the 
into the 


cation day 
programs are 

Grand Rapids, and 
success in their bring the 
homes and 


=~ hools. 


imong the Railroaders 


In the expanding field of employer- 
employe communication, no one has 
2 tougher row to hoe than the editor 


of the 


he has a sprawling network to cover; 


railway publication. Quite often 


it is one that is constantly in motion. 
Railroads are subject to tax harass 
ments of greater intensity than many 
industries. Competition is stiff, often 
rough 

The 
more legitimate 
than in the publication 


“personal item” has a much 


slace in the railroad 
publication 
where people light in one place and 
there. Railroaders are on the 
and they like to hear the news 
of their roving That means 
that news about railroad personnel is 


stay 
move, 


ecomr ades. 


bound to take up a lot of room 
In the past two or three years the 
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CHING: Ins® 

Spa ush dow® 
Kendle. 


INSERT: SIP 
Sud sheets onto 
rings 


ME, likes GBC 


covers 


— 


Releos? bends 


crost: finished job 


4 end remove 


plastic bindings... 


even your treasurer! 


EE 


The eye-catching color and smooth-turning 
pages of a GBC plastic-bound book com 
mand attention and win friends every time 
A GBC plastic binding on your personalized 
sales presentations, reports, catalogs and 
other printed pieces gives you the prestige 
of custom styling at a cost that is counted 
in pennies 

With GBC’s inexpensive new Table Model 
plastic binding equipment your girl can 
give you plastic-bound copies of any docu 
ment in a matter of seconds. Every page, no 
matter how stiff, turns easily on the smooth 
polished plastic rings...lies perfectly flat 


S. and Fore:gn Pa 


ot 


GBC, 


*o00* 
General Binding 
Corporation, Dept. IM-3 
808 W. Belmont Avenve 
Chicago 14, Ilinor 


NAME — 


city - 





COMPANY —— 


Every inch of page surface is visible and 
usable. And you can bind anything from a 
vest-pocket memo book to a full scale sales 
presentation...all with the same ease...all 
with the colorful, tailor-made look that dis 
tinguishes a GBC plastic-bound book ...and 
all at a cost so low it will amaze you! Let 
us put this equipment to work in your office 
under our special trial offer” plan. Only in 
this way will you see its unlimited versa 
tility ... its ability to dress up your literature 
ind to reduce your costs 
Fill in and mail the coupon today for 
full information 
*for a limited time only 
Bind nd ace t 


Send coupon for details and Special Trial Offer 
General Binding Corporation, Dept 'M-3 


Without obligation " 
— your vew low cost portable GBC piastic 
binding equipment. Tell me how | con 


ah y out this equipment in my own office 


please send me Bulletin 1300 








Since the Market Data Book Number 
is placed in a handy spot near my 
desk, you will find that over a period 
of time it is referred to quite often. 
The best way to show my apprecia- 
tion would be to send you an old 
copy with all the thumb prints prov 
ing how often the pages have been 


turned 


—Arno O. Witt 











COVER EVERY A 


VENUE 


FOR SALES. 


HOW CAN YOU DO IT? 


You con dispatch your sales- 
men to make personal calls... 


You can inaugurate a direct- 
mail campaign ... 


You can distribute specific sales 
literoture, catalogues, bro- 
chures, bulletins. etc... . 


PAPER INDUSTRY 
iS } 
\A $4,000,000,000 / 
MARKET 


rr 





And/or—you can cover the market with two mediums that 
penetrate to the heart of every department in the mills. 


IT'S LOGICAL! 


Monthly advertisements in THE PAPER 
NDUSTRY are comparable to personal 
sales alls te ao bottering ram 
pounding at the door of prospects 

they bring vibrant sales messages per 
taining to your products or services, as 
developing 


? umulative power thal convinces 


regulor as clockwork 
buyers of the superiority of your product 
ond its essentiality in mill operations 


he PAPER AND PULP MILL CATA 
|OGUE is your Catalogue, wherein al! 
the technical details of your machinery 
equipment and supplies are 
portrayed—to weld opinions and give 
engineers and others the vital facts they 
must know before they call for your 


representative 


hemical 


The mon in the mills are not “ad coupon 
ppers Their decisions ore mode in 
ferences of department heads ond 


executives. Then you hear from them 


FRITZ PUBLICATIONS, 


i VAN BURER STRE Le 


perhops by letter or by phone or wire 
Therefore it is important thet you be 
represented in THE PAPER INDUSTRY 
and the PAFER AND PULP MILL CATA 
LOGUE which are your best mediums 


Full facts on request. 


So 
it 


pat 


\s® 


WHEN YOU REACH 
THE HEART 
YOU REACH 

THE 
MARKET 


Lis 


S, ut 











SEE YOUR NEW 


1950 MARKET DATA 


FOR DETAILED INFORMATION ON 


84 INDUSTRIAL and TRADE MARKETS... 
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USING a practical industrial relations 
experiment, SKF Industries offers 
after hours education to workers in the 
Philadelphia plants. More than 200 em- 
ployes, 7% of the work force, have 
voluntarily enrolled in eight classes, 
which range from shop mathematics 
to quality control. Looking over the 
list of courses (from left) are employes 
June Schroyer, James Rodgers and 
Kenneth Shoemaker. 


batting average of the railroad pub- 
lications has come up amazingly. 
Many have shed the rather drab 
trappings of early days and have be 
come streamlined. 

The “Reading Railroad Magazine,” 
edited by Irwin L. Gordon at Reading 
Terminal, Philadelphia, tells the story 
of railway free enterprise in interest 
ing terms. 

Railway employes learn what's 
going on through operations arti les, 
pictorially done, about new equip- 
ment; they get a behind-the-scenes 
view of the men in maintenance when 
the staff photographer visits an engine 
house and shoots pictures of the boys 
on the job. Gordon hustled aboard a 
stake boat which serves as a home in 
New York harbor for a Reading em- 
(A stake boat is 


a portable anchorage where barges or 


plove a id his wife 


tugs may be moored if necessary). To 
the layman, there are few callings as 
fascinating as railroading: this mag 
azine makes it fascinating even for the 
fellow who knows it well 

Some months ago the president of 
the Nickel Plate, L. R. White, started 
in the employe publication a monthly 
letter to employes It was notably free 
of generalities and for the most part 
each month deals forthrightly with the 
A good stunt 
in two-way communication was recog 
nized by editor William B. Grumley 
of the “Nickel Plate Magazine.” 432 


when 


situation in the industry 


Terminal Tower, Cleveland, O.. 
he received an open letter to Mr. White 
from an N. P. engineer. who said he 
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thought things were going along fine, 


and promised continued cooperation. The Super-Market In the a of America’s Industrial Future 


The publication, in two colors, deals 


with a variety of lively subjects, and 
even the duller ones are enlivened by Oe are the LIFEBLOOD 
illustration. 

One of the older railroad journals v4 of the Construction Industry! 
is “The Milwaukee Magazine.” pub- ae 
lished by the Chicago, Milwaukee, St. ' Contractors are almost wholly 
Paul & Pacific railroad at Union Sta =", dependent on the publication of 
tion, Chicago, and edited by Marc = a “BIDS WANTED” or news of 
Green. A recent feature explained how A) gees construction projects so they can 
station names on the Milwaukee origi ~ 4) e “2 '* bid on the work. That is their 
nated. Another told the story behind source of business! 


Christmas mail and how it is handled. f x = = ~ 

\ personality sketch had for its sub to ; yi Ng \ we acter tide, Beast 

ject a woman lawyer in the railroad’s PY See Re epo ajor is, Reach- 

legal department. A crisp half page, hi Ya ! es Leading Contractors, 
, ‘ Architects, etc. 


headed “How are we doing ”’” tells em 


ployes the financial score ; S Each week CONSTRUCTION NEWS 
The “C J er .C tly Va . publishes bids wanted, contracts 
The “Cotton Belt News” of the Cot- ' awarded, major contemplated con- 
ton Belt Route, 522 Cotton Belt Bidg., : t struction projects of all kinds. One of 


St. Louis, which is edited by Llovd Q those issues is CONSTRUCTION 
Wil fe 1 a recent | . le ; NEWS MONTHLY which is more 

ison, featured a recent large-scale \ \ veluminoss, eontetning Mestrated 
’ news about jobs, etc.. and publishing 
oO > y oO a . ‘ ADVERTISEMENTS. This issue is the 
torial, written in good informal style, \ \! Seiaibcnel 4s! anaes ot 
and ut unders« ored not only the need \" gi neers, architects, and public officiols 
of fa ' concerned with focal construction 
‘ 3. b gave the no cre ’ It is their desk-compenion, wel- 
ilities, but it gave the nod to the crew comed at tuner seaman. 
who performed the job . 


One of the more attractive railway 


trestle renewal project. It was pic 


for continuous maintenance 


employe iournals is “Ties.” the Sout} . sf: 77 major advertising agencies have placed 105 

cos Eieak Teall neamnien ba Significantl advertising schedules in CONSTRUCTION NEWS 

deead 00 Geditasen 1.C. end Ge MONTHLY. That's recognition and proof of pulling power of this great 
Sw. i “localized” publication in this HUGE construction market. 


direction of B. E. Young T his mod- 
ern publication leads off with a May we send you a copy of our journal and circulation data? 


punchy, Kiplinger-style newsletter on 


sre ropat epee ONSTRUCTION 


ern in particular. 
Feature articles are well chosen and 
well illustrated: they also have a high RY is W Ss AA @] pd T ial LY 
rating in the human interest depart- 
ment. One example “Box Cars Get Reporting 
Washed Behind the Ears.” a readable CONSTRUCTION ACTIVITIES 
varn telling how these cars are cared In Oklchome, Eastern Missouri, | | 
for. When a new train made its initial Arkansas, Western Tennessee, 
run to Miami. a photographer went - Mississippi and Louisiana 


iboard and got several good shots of 
LITTLE ROCK, ARKANSAS 


the train and its passengers 


These are only a few notations at 





random on the marked improvements 
( 1 the marked provement OPPORTUNITY 





in the devices railroads use to talk to n small, 15-year-old New York Industrial Ad 
employes It is interesting to notice vertising Agency with good reputation for 
young man 25-30 years old Engineering degree 


how when one or two communica- preferred, must demonstrate writing ability COMPETITIVE 


tomething of flair for advertising Any engi 


tions devices within an industry under- neering experience o distinct aid. Must have 
, am 6 lit rial and why : x fore lift Personality, ability to grow in job ADVERTISING 
go t “litorial anc aie ace 

I . BOX 434, INDUSTRIAL MARKETING With comprehensive monthly reports cover 
ing, the others start coming along un 1) East 47th St., New York, N. Y. ing hundreds of publications ond fields 
«x , h i 1 
til the industry-wide reformation is pace ee Use pny ps. 
eid to planning. For information ond 


complete. It happened years ago in the couginte Ud af magadien eonena tale 
oil ! id = am air 1 siee , NIC 

nag wile dar pl l oes ALL ADVERTISING ADVERTISERS’ RESEARCH SERVICE 
ulllities have moved much more siow- SUCCEEDS OR FAILS AT 14135 S. Le Salle (Riverdole) 

ly, but the trend has established it- POINT ‘OF PURCHASE CHICAGO 27, IL 


self there und some of the best com- (Ore nators ft = en oe 
f tithy: ta for ' s) 
munications media can be found to- TOPFLIGHT TAPE CO. ates ite ae ary 


HUBER BLOG YORK. PA 




















day in that field. 
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IN 
MASS-PRODUCTION 
METAL-WORKING 


the market that buys 
today and every day good 


times and bad 


PAUUUE A) 


4 
2842 W. GRAND Bivo * Derecit 2. MICH 


*® ARMOUR 

® BORDEN 

® PILLSBURY 

® GENERAL MILLS 
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Aeduertise in 





SRaler Digest 


THE INOUSTRYS PRODUCTION PAPER 


The Production Publication of the 


Boking Industry 


The Digest reaches 80%, of the 
purchasing power of the indvus- 
try at @ cost of $120 per poge 





ae 
a s\ igest 


CHICAGO 6—747 W. JACKSON BLYD 


wEW YORE 1750) FIFTR AVE. (RM 604) 


PUBLICITY comes easier when you drape someone like cover girl Jinx Falken- 
burg in front of your product. Automatic Transportation Co. of Chicago did that 
with its Skylift truck at General Motors’ “Motorama™ automobile show in New 
York. The lift truck, conspicuously trade-marked, was lent to a film producer for 
maneuvering television and movie cameras around the premises—a smart, inex- 


pensive Skylift promotion 


Husband Tex McCrary is at right, others are 


unidentified 


Story of 1900-1950 Told by 
Building Design, Equipment 
New Yorx—The contrast between 
the stereoptican and the television set 
was used to lead off Progressive Archi 
tecture’s documentary 1900-1950 Jan 
sue, which told a picture story 

of American building and architecture 
from the turn of the century to the 


present day 


1900-1916; 1917 
began with an analysis of 
the scene as it existed then, including 
important technical de 
velopments, and followed by a discus 


Fach period Le 


1930, et 
events and 


sion of materials and equipment, ar 
chitectural practice and design result 
Developments of the periods are shown 
with photos of well-known buildings, as 


well as some of the lesser known, but 
equally typ il structures of our times 

According to Reinhold Publishing 
Corp President P. H. Hubbard, the 
issue “not only shows the development 
in design, in building materials and 
equipment of the past half century, but 
it also indicates how the building in 
dustry and the architectural profession 
have kept pace with the times and are 
contributing to the development of the 
country through better living and 


working facilities.” 


ABP Names Hubbord 

Philip Hubbard, president, Reinhold 
Publishing Corp.. New York, publisher 
of Materials & Methods and Progres 
sive Architecture, has been elected a 
member of the executive committee of 
the Associated Business Publications 


INDUSTRIAL MARKETING, March, 1950 





Letters to the Editor 


(Continued from Page 14) 


benefit of knowing was the specific pro 
gram and market problems for which 
the advertisement was prepared 
In the Dec. ‘49 issue of IM a Reliance 
ad finds itself over in the column with 
others which you refer to as “Weak 
Sisters.” Perhaps we “laid an egg.” 
Could be. Perhaps there are specific 
situations which, if known to you, would 
have given you a somewhat different 
point of view. However, more power to 
you in your courageous work of calling 
the shots as you see them 
I am sure that readership of your ar 
ticles is much greater than it would be 
if you confined your displays and re 
marks to ingratiating compliments 
Roscoe H. Smrrn, manager of sales pro 
motion. Reliance Electric & Engineering 
Co.. Cleveland. O 
One billion sixty-eight million dollars is a lot of dough in anybody's 
sr language. That's the amount spent for capital expenditures in the 
» Pe ¥ ; > _ 
Who Are People? Engineers. drilling end of World-Wide Oil Industry last year. Add to this the 
Crities or Ad Men? amount spent for labor, bits, fuel, water, cement, drilling supplies, 
chain, belts, bearings and other expendables and it shows clearly 
lo Tue Eporror: | read with interest that the larger portion (42%) of the money spent in the entire oil 
Ed Pope's critique (p. 8, Letters to the industry is spent in specialized drilling operations. 
Fditor, Jan 50) because I happen to To influence the people who are doing the buying and the 
be an advertising engineer spending . use DRILLING MAGAZINE consistently. Impartial 
Niles’ survey made in 1948 reveals that DRILLING is placed 
| , , I in the hands of those, to the last man, who are responsible for 
client because (the firer sai am an buying the various products needed, and that 
engineer and “engineers can't write In 99.1% read it regularly To sell your prod. 
ucts to this select market, place your mes- 
sage DRILLING MAGAZINE. For detailed 
noticed a number of errors ngineering — = , 
. a . . incering information, write for DRILLING’s N.LA.A. 
and otherwise—which I brought to the market and media file and C.C.A. Audited Job 
firer’s attention—but he never replied Classifications 


I have been fired in my lifetime by a 


subsequent ads by my successor I have 


eing an engineer and not people, I 
probably wouldn't understand anyway 
that the mistakes were quite all right 
I also noticed that Mr. Pope says ‘ 
That's why I often wonder if it wouldn't ; Peblicetion offices: | Se toe ig Ape 
be a good idea for engineers to forsake 
advertising for their own good.” Of 


rse, being an engineer | shouldn't 


know invthing about the English lan 


guage but act ording to mv grammar the 
word should be “whether” instead of 
“if.” 

So. I ask. are critics people? W.F 
Scnapnorst, M. E.. Newark, N. J 





Calls ‘Data Book’ Valuable 
in Distribution Field 

wor vpewt want ap ey mpd For Up-to-the-Minute Market and Media Data 
portunity o hanking you for ie Copy 
of Inpustriat Marxetinc’s 1950 Market 
Data Book which I have received 

I would also like to congratulate you 


use your 


new 1950 edition of the 


on the very thorough job you have done 
in preparing the data contained within 
the covers of this book. It is one that » A be K Ne T D A T A N U “ q L r 
should be extremely valuable to any- 9 
body in the industrial distribution field. 

Again congratulations and thank you | N D U S T R ] A L be A i] K : T | 4 G 
for sending me the copy.-F. J. War 

an, vice president, Worthington Pump 
& Machinery Corp., Harrison, N. J 
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You say you want to reach 
Furniture Manufacturers ? 


Brother, Here's Your Book! 


Some advertisers and agencies, we have 
learned, just don't realize thar WOOD 
PRODUCTS ie THE book to cover the 
manafacturing field 
WOOD PRODUCTS reaches 
ture factories ae well as other 
working plants and the circulation is 
all paid for, (They book 
and read in! lt« readership is also 
of its hand picked cir 
culation owners, managers 
and production heads in the furni 
ture AND OTHER WOODWORKING 
PLANTS whe can say “YES” and BUY 
If vow «ell to the furniture (and 


field, ask for facts 


furniture 
furni 
wood 


want the 


proved, 95% 


other woodworking 


if it's WOOD, you could—with 
WOOD PRODUCTS! 


liet of Suabecribers 
ANDADVERTISERS 

‘ 
t/\)foon 


PRODUCTS 
ae Phone: WAbesh 2-1000 
431 S$. DEARBORN, CHICAGO 5 


’ 
3 total contractor cir 


culation accounts for better than 80°, of all 











the concrete placed annually 


’ 
CONCRETE s total concrete prod- 


ucts producer circulation accounts for better 
then 90% of all the 
products produced annually 


9 
CONGRETE?S soisi ciccviotion te 


ready mixed concrete producers occounts 


pre-cast concrete 


for better than 90°, of the tote! annual pro- 


duction of ready mized concrete 
* 


The FUNCTION of construction 
equipment ls the key te the SPECIFIC 
MARKET i@ which 1 con be sold. 


The matching of « 
SPECIFIC MARKET 
with a SPECIFIC EDI- 
TORIAL POLICY re 
sults In @ medium thet 
provides monvfacturers 
the most effective, eco 
nomical and direct ap 
proach to their eetual 
uttomers ond pros 
pects 


Ash for more specific 
marke? information 
ond recent copies of 
CONCRETE 


CONCRETE PUBLISHING CORP 


AILY NEWS BLOG CHICA 


TaT zt wuew? 


For curiosity’s sake 


How to Advertise 


Continued from Page 62) 
together indirect, has story appeal to 
executives 

There s \ Man At 
Named Clarence Bell” obliges none of 
the usual rules of good headlines, but 


Goodyear 


it does have story appeal to business 


men—as evidenced by a spectacular 
Starch performance. 
My Observing Son Opened My Eyes 
To An Easy Way To Cut Costs 
. . is a practically irresistible 
Bostitch headline which starts off a 
story told in comic-strip tec hnique. 


16. Create curiosity. In consumer 


udvertising, where the ever-present 
problem is to steal the spotlight from 
the editorial matter, it might be 
reasonable to expect headlines to be 
effective in stopping readers in ratio 
to their 
Yet in 


zines, | get the impression of much 


irrelevancy. 


ecanning consumer magia 


Positive state.nent 


Burroughs commands 
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SEES STEER CORPORATION 


Des 





. or to ‘stop’ the reader 


‘ess use of “stoppers” than in business 
paper advertising, where, | insist, the 
eader is more eager to read adver- 
tising and thus needs less coaxing, 
less tricking via headlines. 

\ comparison between The Satur- 
day Evening Post and Business Week 
In the Post, there were 
I would call ir- 


s significant 
hese headlines that 
elevant—designed purely to create 
curiosity 
“Send A Few Million Bumps,” They 
Ordered 
Call the Cops! There’s A Freight 
Train Coming Down the Turnpike 
issue of 


But in the week's 


Bu SLITEOSS u eek 


Sane 


Day Is Moving Day 
400 Feet 


Every 

Real E-tate Subdivision 
Down 

“All of Us Owe A Lot to Bill's New 
Baby” 

It's Even Bigger Than Bigger 

Ever See A Picture of Foresight? 


In the following additional cases, 
1 suspect that the headlines were a 








| »Polykert « par of 
| Yau oreduction tune? 


j Pm 


This fest sow 





et en a 
— -_- 


Polyker" wit 


Polyken questions 


1950 





much greater delight to their perpe- 
trators than to the audience. Not only 
do they lack the reader appeal of a 
good solid owner-benefit, but the copy 
also fails to deliver information that 
lives up to the promise of the head 
line 

How Can A Boiled Egg Prevent A 

Cooked Goose? —Koppers 


How to Make Cement Taste Better 
Richmond Serew Anchor Co 


Is It True About the Tatzelwurm? 
Comptometer 
And this headline-to-end-all-trie ky 
he adlines 
1, 5—Dibenzovldiaminoanthraquinone 
General Aniline & Film 
The trouble with a “stopper” head 
line is that it may attract too many 
readers you don’t want and not 
enough that you do want 
I do not intend, in being critical of 
“stoppers,” to preach that a he idline 
should be colorless. | contend that 
the following headlines are the better 
because of their colorful language 
but they do not de pe nd upon the twist 
of words alone 
The Man With A Thousand Hands 
Bundy Tubing 
This Pipe Won't Have to Clear Its 
Throat Koppers 


ire the Hands of the Clock Dipping 
Into Your Profits? —Shaw-Walker 


This Steel Is Cousin To A Camel 
Armco 


Where Perbunan Helps 4800 Horses 


NEED pple 


REPORTS 


DO THIS! 


Write us today for samples and 
quotations. If possible, let us know 
the number of sheets to be inserted, 
sheet size, your preference of style 
and color, and approximate quan- 
tity. Should your plans call for IN- 
DEX DIVIDERS, let us know that too, 
so we can offer you a complete 
package. 


BEAVERITE SPECIALIZES 


BEAVERHIDE 


PARTS LISTS 


SPECIFICATIONS 


INSTRUCTION 
BOOKS 


TRAINING 
HANDBOOKS 


Breathe—Enjay 
The $5.95 Miracle—Barlington Mills IN LONG LASTING, MAINTENANCE 
MANUALS 


How to Dig A Ditch ind Not Go INEXPENSIVE BINDERS— 


in the Hole—Detroit Diesel Engine 00 * 
Lamps That Make You Hungary AND SELLS “DIRECT. 
General Electric 


Samples and quotations promptly given. 
How To Lose Weight On A Train P 9 . py @ 
Timken 


Pe ee AUERITE PRODUCTS. INC. 


Tomorrow You Won't Believe Your 

Ears Armstrong Cork 33 DE WITT STREET, BEAVER FALLS, NEW YORK 

In none of the above cases will the telog os k B 
copywriter have to waste the reader's 
time explaining his headline before 
starting to sell. 

The last word on “stoppers” can be 





Roy Eastman’s 
For new information on 


84 INDUSTRIAL AND BUSINESS MARKETS 


and detailed media presentations of over 
200 PUBLICATIONS 
see your copy of the new 1950 edition, 


Stop the Stopper ’ 


When you advertise in a good busi- 
ness paper, the first hurdle of adver- 
tising is already jumped... You don't 
have to stop the reader 

Busines paper readers are not 
whizzing through the countryside on 
pleasure bent, they're business men 
on business trips looking for pros 


niente getting they goed | MARKET DATA NUMBER 
INDUSTRIAL MARKETING 


money, or help them do a better job, 
you're their prospect just as much as 





they are yours, 
Lucky you! For you don't have to 
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put anything in your business paper 
advertisements except the advertising. 


| 4 % 4 
% As for the form a headline should 
h ALC take, the following remarks can be 


made. 
Positive Statement. Could you ask 


for a better headline than this one 
with which Fearn Laboratories ad 


% 
| | | ’ dressed the restaurant trade- 
This Magnificent Chicken Soup 
3 ? . ig Speaks Volumes For Your Skill Yet 


Costs Less Than 2'42¢ A Serving 


Your Customers 


Your Equipment 
Processes, Supplies, Notable Vegatives 
and Services Vegative Statement. Most advertis 
ing authorities are against the nega 
tive approach, even though some of 


the most notable advertising successes 


/O5O \RON and STEEL EXPOSITION | “Oe a 


CLEVELAND AUDITORIUM—SEPTEMBER 26-27-28-29, 1950 Even Your Best Friend Won't Tell 


You 
The 1950 Iron and Steel Exposi personnel—from presidents to ee  '  y | 
tion will afford you the greatest foremen— will be there. You should Won 
opportunity of the year to See and be there too with an exhibit 7 
Sell your steel industry customers of your products to get your share No Cigarette Hangover 
All important engineering, operat- of steel mill business. Write for De You Make These Mistakes In 
ing and maintenance supervisory space today English? 


Five F liar Sk Troubles— Which 
Sponsored and Operated by the De You Want Te Overcome? 


ASSOCIATION OF IRON AND STEEL ENGINEERS ap So Bee Sy « 


1010 Empire Building Pittsburgh 22, Pa. On the other hand, there's Dan 
Parker's book “The ABC of Horse 


Racing” which intends to convince 
bettors that it doesn’t pay to bet on 





horses A coupon ad headed “You 


Can't Win on Horse Races” pulled 17 
A ¢¢ Cnt orders; an ad of the same size headed 


“If You Must Bet on Horse Races 


, 7 ‘b " pulled 250. 
“4 e*oneenre#ee 
g Command. A command is all right 


if it doesn't go so far as some of the 


— , MEDIA AND MARKET radi» commercials which insist that 
ou win their attention with FACTS FOR BUILDING 


REP LY-0 LETTERS YOUR 1950 SCHEDULES 


Busy men are never too busy to anewer 
REPLY.O LETTERS and you're do- Vv , 

ing them and your sales curve a good os 85 we markets 
turn when you do use Reply-O Letters specifications rates and 
The reply is in the letter easy to ; 


return —no signature is necessary circulations of the 2,400 busi- 





... See the 498 pages of data 


s s0w for samples . : 
_ mNgrD ane 6 ness papers serving U. S. and 


am pi wicesies made more 


Canadian industry — and the 
factual presentations of 200 


wecestinl by Reply-O Letter 


Alr te @ Fortune 


leading publishing organiza- 


tions... in your 


1950 INDUSTRIAL MARKET 


Write to the DATA BOOK | == — TRANE 


PRODUCTS CO NUMBER 





Trane has an O. K. pun 
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you do what you're told. “Brush 


Your Teeth Twice a Day—See Your 

Dentist Twice a Year” is advice; “Buy 240 ADVERTISERS 

Zizzo Tonight” is an order and one 

to be resented by sensible people. 
Here are some good ones from busi C A ™ 'T 3 E W < Oo N G 5 

ness paper advertising } 


Stop Murder at the Crossroads 
Caterpiller 


Look whe eB it Put On Your ----CONSTRUCTIONEER WILL 
CARRY ALMOST 1500 PAGES OF 


Make your command an invitation 


for - — do a 7. os = ADVERTISING FOR 240 DEALERS 

o do, not a demand that he do wha 

etary mig AND MANUFACTURERS IN 1950 — 
HERE ARE A FEW OF THE REASONS: 


Question. Look back and notice 
how many of the good headlines | 
have cited are in the form of ques- 
tions. But don’t make the mistake of 


CONSTRUCTIONEER covers the five states, plus the District of 


asking questions that can be too easily Columbia, where over one-quarter of all the nation's construc- 


dismissed with a curt “no tion activity takes place. (Projects totalling over 2/2 billion 
Went To Make A River a ge! dollars are scheduled for 1950.) 


S. Steel 


At the moment, no. Turn the page. CONSTRUCTIONEER reaches the live prospects for con- 
s Polvke " of Your Produc- . . 
4 — ‘ li & Black es struction equipment! . . . Carefully maintained lists include the 


Nope. Turn the page contractors, state, county, township, borough and municipal 


Pun. A pun is all right, but by no officials who want and need all types of equipment and have the 


means the only type of headline that funds to pay for them. 
a copywriter should be proud of. In 
no case should the cleverness of the CONSTRUCTIONEER has the editorial coverage that keeps up 
pun detract from the message. These, reader interest . . . Up-to-the-minute news and features with the 


| 
+ CE, Ges Ganges local touch — tells readers what they want to know about their 
“Chrome” on the Range—Udylite 
How to Pick A Winner When You're 
Choosing Sides—Flintkote 
fir to A Fortune—Trane 


But Shell's “Sedans in Oil” (auto CONSTRUCTIONEER 


mobiles in a sardine can) is going 556 High St. Neweork, WN. J. 


own territory while it's still news! 


rather far for a joke 
_ ‘ins "10,000 Readers in the Nation's Greetest Market” 
{lliterative. It makes no sense for Member NBP ond ACP. CCA Audited Circulation 








2 copywriter to strain for alliteration, 


because a headline is seldom read out } s 

loud. Neither is Swinburne, you might 

say, but Swinburne never sacrificed 

sense for alliteration. mplacociag Werk be Gees Red, Peentonaiil, Gow siecoy, Guaiined cal Belews 
“Buy Bunting Bronze Bearings” is 


beautifully alliterative, and that’s all 
that can be said for it. 


Rhythm. “Take A Gander At Mr. This Emblem Means 


Alexander,” in a National Tube Co. 


ive Rain wbacet |) 1. CACY FOR See 


man practically enmeshed in the tubes 





Maret Data 


of a boiler. is nothing more than a to Get Media and Market Data ceoeeer Ava 


play for a reader who is idle enough 


at the moment to be puzzled. 


When you see it in the advertisements of business publications—in their 
Sometimes a head promotion copy in folders, on bietters, in circulars—you are being 
reminded that the publication has filed its complete reference data in The 
Merket Data Book Number. It means you can find facts on the publication's 
editorial services, circulation, influence, market studies, and similer 
information, adj it to plete date on the market it serves. 


Onon atopoetu 
line that describes itself visually, is 
effective, but most of the more ob- 
vious devices like “S-T-R-E-T-C-H” 


and a bold Big with a small Smail, 








have become threadbare with over 
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@ Read by more coal mer- 
chants — more 
in the coal in- 


coal sales 
executives 
dustry than any other coal 


publication. 


CHICAGO 
Meswhetian Blig. 
NEW YORE 
Whitehsl!l Bidg. 


Fer ever 60 youre the leading 
journal of the coal industry 











Photography - Reporting 
Agegumests cowerrd trom coast fo cass! Phetes wth 
sam ves, facts end ‘qures fw advertiser sad ebters 


% Write for book let cf 


3 PARK mace MEWARK ? ns 








“SNIPS” 


For Further 
Data See 
Market Dots 
Beek and 
sad ter 
uf cca 
Report 


SNIPS MAGAZINE 


W. Lake St., Chicage 44, 11 


STRIKING LABELS 
at Cow cost / 


in esiet 
arkli 9 stock 
perfect lettering 
ive 


s on hard, 

@ sP 
snow- 

@ sharp. 


@ extra- «strong adhes 


Increase sales. dress-up your packages 
speed up deliveries with FENT-ONAMEL 
labels. They're different 
labels of their kind made 
Write TODAY for samples & prices 
FENTON, LABEL CO. 


Please send © of shipping labe 
hekers & 


the only 


os and samples 


. 
é 


rrr oe reco? 


if 


a 
if 
' 


ponsoscusens 


S 


use. But Cincinnati Milling Machine 


with a good one in: 


This Copycat 
Sesrever 
The Die Impression 


came up 


Let us conclude this chapter with 


a few general observations. 


better not to 
mention the brand or company name 
n the This is a bitter pill 
for the 


the space 


Ll. Ordinarily, it is 


headline 
advertiser who is paying for 
but the ad that starts with 
the reader and ends up with the ad 
better that 
with the advertiser and never 
get to the reader. 


vertiser is than the one 
starts 
does 

4 how the editors head 


They 


wants and make sure to slant 


Observe 


line their articles. know their 
re ace rs 
toward the readers’ 


their headlines 


nterests 
Fora 
portant the subject 


generalization: the less im 
ol your message 
all products are not of equal impor 
tance) or the less unique your propo 


sition, the more excuse you have for 
tending toward trickery and irrelevant 
but 
than the copy can deliver 


1. It's good to 
to the 


headlines, don't promise more 
address the headline 
reader—or at least permit him 
to identify himself with what's 


on in the ad 


going 


>. Use verbs in headlines. They are 


like a 


window 


moving display in a store 


6. Be specifi 


Use specific articles, pronouns 
“this,” not 
You Make 


English?” would 


and adjectives ‘the’ of 
“a for examples (“Do 


These Mistakes in 


Tare o qrwtan ot Th. Cfemandan! 





by Bunting bros brary 
“ 


Bu ating 


An attractive alliteration 


“These” 
rather 
than 


lose most of its punch if the 


were omitted) . singular 


than plural . . . second rather 
third 


(“you,” not “he 


person wherever possible 


present tense 
(newspapers use present tense for 
events that happened the day before) 

. active voice (more dynamic than 
Any parts of this rule can 


but the 


passive } 
be broken, 


a good one 


reason should be 


It helps to use colloquialisms, 
reader that the 
a bore. As 
Schwab has pointed out, 
‘Feel Rotten’ This Is 
“This Is 


which suggest to the 
following won't be 
Victor O 
“When Doctors 


What They Do.” 


copy 


outpulled 


This Copycat 
I2ARIVISA 
THE DIE IMPRESSION | 


THE CINCINNATI MILLING MACHINE CO 








A case of rhythm.. 
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and an onomatopoetic ad 


1950 





What Doctors Do When They Don't 
Feel Up To Par”. 

9. And don’t write headlines that 
need a paragraph of explanation be 
fore the sales message can begin 

10. If you get hold of a headline 
that works, keep working it. “Take 
Miles Off Your Figure” and “Soaping 
Dulls Hair—Halo Glorifies It” worked 
so well and nothing else worked 
better—that they have been used over 
and over again. 

Some observations regarding the 
mechanics of the headline: 

1. I pper and lower case gets better 
readership than all « ips 

2. Hand-lettering (if really legible) 
is better than type 

}. Black on white is generally bet 
ter than reverse or color and never 
run it across the illustration 

1. Headlines set in one line are 
better read 

» Place the headline next to the 
start-off of the text 


reader to le ip across the page 


don’t expect the 


To Ke CON INCED 


Trends 


Conti ued from Page li 


urban redevelopment plans that have 


been tied up with housing 


mn the present 
py more and 
hitects . e vel es on 

Trends in design continue to greater 
openness in all types of structures, from 
houses and apartments to schools and 
even industrial plant. Constantly more 
studies are being made—and used—in 
the use of materials and equipment that 
this tendency involves. Not only glass, 
but various sun-control devices, windows, 
lighting, heating and air-conditioning, 
interior finishes and many other prod 
ts are concerned when an architect 
decides to plan his buildings with great 
er openness and flexibility 

It is interesting to notice how quickly 
the “radical” tendency of one year be 
comes the accepted trend of the next 
picture windows, “ranch” houses, open 
store fronts, and many other now-a 
cepted tendencies were real innova- 
tions only a short time ago. The year 
1950, design-wise, will see a continua 
tion of this trend, with a desire for some 
what greater warmth and permanence 
and more personality appearing in the 
completed buildings 

Materials which had seemed to be out 
of the picture when “modern” design 
first took hold will begin to find a place 
again, where thev are fitted. in this 
Tuomas H.Creicn 
{rchitecture, 


vear s good desigr 


TON, editor. Progressive 


New York 
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IMPOSSIBLE 
SELLING 
| SITUATIONS 





Bust those bubbles, Bud! There's a 
simpler way. Try View-Master three di 
mension pictures for your difficult sell 
ing, sampling, demonstration problems 
These amazing stereoscopic Kodachrome 
photographs enable you to show pro 
ducts, installations, services and manu 
facturing operations in true color and 
depth with dramatic “come to life 
realism. View-Masters are proven “door 
openers”, “attention holders sales 


clinchers”. They require no darkroom 


SECRETARY 


i Pe ae 


SAWYER'S INC., Commercial Soles Dept. IM 


3543 N. Kenton Ave 


























or electricity. Compact, easy t carry. 
Stereoscope and ten Reels weigh less 
than 9 oz. Each View-Master Reel holds 
seven different pictures in planned sell 
ing sequence. View-Master three di 
mension picture Reels are inexpensive 
to produce —effective to use. See for 
yourself! 


7 
Stereoscopic Selling Pictures 


5 


$ COUPG 
MAIL THI N To, 


- oo 


Chicage 41, Illinois 


Without obligation, please furnish complete information about View Master 


three dimension pictures for commercio!l use 


Compony Nome 


City 


Address 








THE INDUSTRIAL MARKET DATA BOOK NUMBER 


is the only reference source which contains 


basic statistical information on 84 primary in- 


dustrial and trade markets . . . and detailed data on 


the publications serving them. 


Analyze Markets and 


Media simultaneously in: 


THE INDUSTRIAL MARKET DATA BOOK NUMBER 
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*New Equipment Digest 
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*Penton Pub. Co 
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*Proceedings of the LMI 
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A $7 Billion Merchandising Business with “Big Industry” 


Handling Problems... HERE'S HOW TO SELL YOUR SHARE! 
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MILL & FACTORY means real readers 


In real plants... 
with real buying authority 


Many advertisers can recall Mill & Factory's first break 
with business paper publishing tradition in 1928 
Guarantecing-a circulation-composed wholly of pre-identi- 
fied buyers it was unheard of. But true! It could be 
proved. Mill & Factory's entire circulation is built and 
maintained by salesmen of industrial machinery and equip 
ment men intimately familiar with plants and plant 


personnel 


1949-— Mill & Factory, now one of America’s great 
industrial publications, drops another circulation bomb- 
shell —Certified Readership. Advertisers are guaranteed 
LOO; live circulation circulation free of unread copies 

and tree of deadwood (copies going to those who have 
left the field). Proof that the pre-identified buyers are 


regular readers, exercising buying authority today! 


How does Mill & Factory's 
Readership Certification 
System work? 


Six months after a reader is added, and once a year there- 


after, he is asked three pointed questions 


A—Do you read Mill & Factory 
B—Are you finding it useful 


( Do you wish to continue receiving this publication 


Those who answer “No” to any of these questions are 
promptly dropped from the circulation Non-readers 


are eliminated 








Names of those who do not reply are sent to the local 
industrial distributor organization for personal investi- 
gation. We find that many who do not respond are 
simply allergic to questionnaires. They are, however, 


regular readers. 


The investigation represents not a sampling but 100% 
of the circulation in the area surveyed. All survey results 


are to be independently audited for accuracy. 


Through editorial excellence and a circulation-building 
method unique in business paper publishing — Mill & 
Factory laid the tracks for more effective industrial adver- 
tising. Now comes CERTIFIED READERSHIP the 
golden spike linking, in fact, advertiser and industrial 
buyer, leaving no doubt that Mill & Factory delivers the 
highest advertising value per dollar in its field. 


Conover-Mast Publications, Inc., 205 East 42nd St., 
New York 17; 737 No. Michigan Ave., Chicago 11; 
Leader Bldg., Cleveland 14; 5478 Wilshire Blrd., Los 
Angeles 36; National City Bldg., Dallas 





